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Executive Notes 


Industry news for the automotive executive 


: 

Electric car prognosis. The 
number of electric cars on the road 
in this country will exceed 10 
million by the year 2000, accord- 
cc to an analysis conducted by 
‘ ectric Vehicle Progress, a news- 
Bie published by the 
: ©Owntown/Urban Research Cen- 
& The newsletter says its has 
Jooked at predictions by univer- 
Sity and independent research cen- 
ters, government sources and a 
: umber of knowledgeable in- 
dividuals and says the figures cited 
nclude a low of 10.2 million anda 
: igh of 14.7 million. Consensus, 
Fes Publication reports, calls for 
aa 100,000 electric vehicles in 
ae and upwards of 7 million by 
. - Currently, there are about 


,700 electrics in the USS. 


; xk 
Gloomy forecast. Despite the feel- 


vb many experts in the U.S. 
bid * Country is in for but a very 
basi Ross Wilhelm, 
lity o asm at the Univer- 
".y OF Michigan, takes a different 
xe ic ee view. The economy, 
ie > ollowing the pattern of 
: dueaen nee wes and 
ine is nines ability of a deep 

Wilhel 


M points 0 
homies p ut the recovery 


Hee: ee recession was sus- 

WE Le et and unprecedented 

tie: a emand and borrowing. 

sae Spending throughout the 

nd . Temained at low levels 
“Th Y Picked up this year. 

« doves who argue that our pres- 
her turn will be mild,” he 
sa ase their argument on the 
oes a that Capital goods in- 
vill hey and business spending 
WE ict at present levels. 
io ie mea business invest- 
elas arosiction, according to 
Bf ana “* ata, seems to be coming 
ees e probability of a deeper 
se N 1s rising with the recent 
ts, of the Federal Reserve.” 
nse asserts the declines in 
bibu t spending cannot be at- 

ted solely to gasoline 


shortages, high gas prices, or to a 
reduction in the sales of big cars. 
He says consumer attitude sur- 
veys indicate the public is very 
pessimistic and is retrenching. 

“Throughout 1979,”’ he admits, 
“business production of goods and 
services, as well as business in- 
vestment, have held up very 
well—keeping unemployment 
from rising as consumer spending 
has fallen off.’’ But, ‘‘The op- 
timism of business during this 
downturn is very similar to the 
situation that prevailed in the 
early fall of 1974 up until the sharp 
drop in November of that 
year.. . . The consensus (then) 
was a mild downturn, yet two 
months later, the bottom dropped 
out.” 

x**«r* 

EPA on ’81 emissions rule. The 
Environmental Protection Agency 
says it has concluded that a major- 
ity of the auto industry can meet 
the more stringent carbon 
monoxide auto emission stan- 
dards that go into effect in 1981. It 
recently denied requests by Suba- 
ru, Datsun, Renault and Mazda 
for a two-year delay of those stan- 
dards. EPA earlier had denied simi- 
lar requests by American Motors, 
General Motors, Chrysler, Volks- 
wagen of America, Toyota, and 
British Leyland. 

Several engines produced by 
those companies have been 
granted one- or two-year waivers, 
though, the latest being Mazda’s 
91- and 120-cids. The one-year 
Mazda (Toyo Kogyo) exemption 
was granted “. . . because the 
only way the standard could be 
met would be to require the owner 
to have the catalytic emission 
control changed within the first 
50,000 miles.’’ 

The ’81-’82 CO standard calls 
for 3.4 grams per mile, down from 


the current 7.0 gpm. 
*~*r* 


New engine development. The 
United Parcel Service claims it’s 


about to utilize a new engine de- 
sign that “. . . should produce 
more transportation from a barrel 
of crude than any other internal 
combustion engine on the 
market.” 

The new design, the company 
says, is for a gasoline engine that 
will deliver mileage performance 
similar to that of a diesel engine, 
yet run on any type of automotive 
fuel. Jim Lewis, a UPS engineer, 
says the engine conversion kit the 
company is producing is from 
technology developed by Texaco 
during several decades of research. 

As he explains it, the engine in- 
jects fuel across a special spark 
plug. The fuel burns locally near 
the spark plug and swirling air in 
the piston chamber carries com- 
bustion gasses around the 
chamber building up pressure at a 
controlled rate. Due to the com- 
pleteness of the fuel consumption, 
the engine yields low exhaust 
emissions and, because of the 
manner in which combustion oc- 
curs, the engine does not require 
fuels with high octane or cetane 
ratings. 

UPS reportedly is developing 
the conversion kit for the GMC 
292-cid, six-cylinder gasoline en- 
gine. It will involve replacement 
of pistons, the engine head, man- 


ifolds and injection and ignition 


systems as well as some lesser 
components. Cost is expected to 
be less than $2,000. 

Lewis says the new technology 
can produce as much as a 30 per- 
cent mpg increase. However, he 
says the real significance of the 
development is, the refining of a 
midrange fuel usable in the engine 
would consume less than half the 
energy needed to refine unleaded 
gasoline. 

He says all design problems as- 
sociated with the conversion kit 
have been resolved and says initial 
test engine work has produced fa- 
vorable results. Several engines 
are under construction for ad- 
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ditional testing and the first en- 
gine will be on the road within 
months. /f all goes well, UPS will 
put the modified engines in 500 of 
its package delivery vans as a 
further test. 


x** 


Warning to Japan. Donald E. 
Petersen, Ford’s executive vice 
president-Ford International Au- 
tomotive Operations, has some 
advice for Japanese automakers. 
“Invest now in manufacturing or 
assembly plants in the United 
States,” he says, or risk“. . . the 
negative impact of unfavorable 
American political reaction at a 
time this country is facing exces- 
sively high unemployment levels. 

“In the short term,” Petersen 
admits, “it may make question- 
able economic sense for individual 
Japanese manufacturers to move 
from their efficient, low-cost is- 
land base.” But, he says, ‘‘the 
long-range political and economic 
realities in this interdependent 
world argue strongly for a change 
in this aspect of industrial policy.” 

The Ford executive says auto 
manufacturers who flood world 
markets with exports from a single 
highly protected home market are 
an endangered species. Also, he 
says, up to now, “Japan’s auto pro- 
ducers have sought to enter and 
claim significant shares of almost 
every national market without 
contributing to the economic 
strength of those nations.” No na- 
tion, he says, ‘. . . will long allow 
its social stability to be en- 
dangered by large-scale un- 
employment resulting from 
foreign imports.” 

Petersen feels it’s important for 
producers to increase the com- 
monality among components on 
an international scale and he as- 
serts there is a need for reassess- 
ment of “. . . inward-looking au- 
tomotive industrial policies that 
are oblivious of the needs and fears 
of other countries, the changing 
structure of the world auto indus- 
try, the public’s continuing inter- 
est in efficient personal automo- 
tive transportation, and the Third 
World’s desire for a share of the in- 
dustrial pie.” 


Nations that “. . . shield their 
markets behind tariffs, regulations 
and other protective barriers’”” may 
deprive themselves, he says, of 
“. . . the benefits of world-car 
production.” Such policies, he 
says, “. . . conflict with interna- 
tional sourcing and production 
systems necessary to launch the 
highly efficient world cars the 
global energy situation now de- 
mands.” 

xk*k 


RV people talk optimism. The 
Recreation Vehicle Industry As- 
sociation’s recent Second Annual 
RV Marketing/Finance Forum 
produced at least one thing in par- 
ticular: promise of a good future. 
Experts in the areas of energy, 
financing, consumer attitudes and 
automotive product design fos- 
tered the impression that the mul- 
ti-billion dollar RV business might 
rebound as early as this spring. 

William M. Brown, director of 
energy studies for the prestigious 
Hudson Institute, said there could 
be a glut of oil on the American 
market in the coming months, 
barring a severe cutoff of oil from 
the Middle East. The condition, he 
said, will come about primarily 
because U.S. storage tanks will be 
filled to capacity by February. 
Long-term looks good too, he as- 
serted, noting that non-OPEC 
free-world oil production has been 
increasing at a 6 to 8 percent an- 
nual rate. 

Robert L. Berner, vice president 
of Citicorp, the second largest 
commercial banking company in 
the U.S., predicted the prime 
interest rate would soon begin 
inching downward. If that hap- 
pens, he said, there’s no reason the 
RV industry won’t continue to at- 
tract the financial community’s 
attention. Among the points in 
RVs’ favor, he said, are the ex- 
pected growth in households, the 
increase in disposable incomes, 
and the economy of RV use. 

As to what the people are think- 
ing about RVs, it’s not all bad, ac- 
cording to Richard T. Curtin, di- 
rector of surveys of consumer at- 
titudes at the University of Michi- 
gan’s Survey Research Center. 
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One of his findings: a clear m, 
ity of current RV owners, degp 
today’s energy problems, are gy 
to the purchase of another rect 
ation vehicle. : 
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CORPORATE Motors] 
ANNOUNCEMENTS sura 
Co a 


tp. 
insurance subsidiary of Cel 
Motors, recently introduced 
MIC Quality Driver Incent 


Plan, a new experimental] 


mobile insurance rating plz 
Connecticut drivers. The 
which the company calls, # 
precedented anywhere in the J 
in its simplicity, principle ay 
plication”, drops age, sex and 
ital status as rating factorg 
bases collision and compreher 
rates on the individual’s dy; 
record. The company open 
new office in the Hart 
ateai. sz 

Esmark, Inc. has announ 
plans to relocate its STP corp, 
headquarters from Ft. Laude 
Fla., to Chicago, STP’s orig 
home... . 7 

The U.S. operations of Re 
Bosch have been restructure 
three operating companies 
been formed. Robert Bosch cy, 
with Frank R. O’Keefe at the hd 
is responsible for marketi 
gineering and manufacturing j 
ert Bosch gasoline and diege} 
injection, automotive electrjg 
hydraulic products serving the 
tomotive, truck and related g 
nal equipment markets. 
quarters remain in Broadvie 

Robert Bosch Sales Corp, 
Frederick W. Hohage as its py 
dent and chief executive off 
and is handling automotive , 
market products and se, 
equipment, car sound systep). 
dustrial power tools and the ]j] 
too is headquartered in Broad, 
Ill. 

Robert Bosch Technica] f 
ucts Corp., under Bernhard » 
sen, is concerning itself wig} 
newer activities of the p 
group such as packaging 
chinery and Lehr instrup, 
headquarters, Piscataway, Ny. 
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Who would have thought it — 
possible just a few short years ago? A battery 
that never needs water added. A battery that 
resists overcharge, thermal runaway and 
self-discharge. 

Delco Remy engineers thought about it. 
And made the technological leap that changed 
battery chemistry and metallurgy. 

The breakthrough was the remarkable 
Delco Remy grid. A lead calcium alloy grid 
that’s wrought in a patented cold-working 
process that gives it a fine-grain, acid-resistant 
structure. Which virtually eliminates gassing 
and water loss. Making possible a sealed-top, 
truly maintenance-free battery. 

A powerful battery, too. Because that 
Delco Remy grid also features an advanced 


Delco Remy 
The leader under the hood 


The anatomy 
of Freedo 


configuration and a 
special high-density 
active material. 

It gives Freedom 
remarkableefficiency. 
And a high power- 
to-weight ratio. 

In addition to 
the grid, Freedom 
offers many other 
design refinements. 


F ; ~~ Such as placing the lug near the center 


of the grid to reduce “lever arm” 
movement and improve vibration resistance. 
Joining groups of plates together to further 
resist vibration and lessen internal electrical 
resistance. And protecting Freedom with a 
reinforced polypropylene case for 
high-impact strength. 

Best of all, Delco Remy technology allows 
us to make Freedom in a wide range of types, 
sizes and power ranges. Over thirty 
million Freedoms so far. For just about any 
application. 

It’s no secret that we believe in 


Freedom for all. 


Delco Remy, 
Neico Remy 


Division of General 
Motors Corporation, 
Anderson, Indiana 
46011. 
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Tax Brakes 


Tax Forecast For 1980 


- very taxpayer, whether as 
a businessperson or as an 
individual taxpayer, is 
looking toward the 1980 hori- 
zon trying to figure out in what 
direction the tax winds will 
blow. 

Some information from a 
couple of recent surveys and 
studies will probably give you a 
little insight into what the 
“powers that be” in Washing- 
ton are thinking about. An ABC 
News- Harris survey shows that 
Americans are not very en- 
thusiastic about the prospects 
of a tax cut at this time. By an 
overwhelming majority, those 
polled opposed a cut in Social 
Security taxes because they 
feared an accompanying reduc- 
tion in benefits would follow. 

The public, according to the 
poll, was almost evenly divided 
(48 percent to 47 percent) on the 
merits of a cut in individual tax 
rates. Most thought that cutting 
these individual tax rates would 
be inflationary. 

Finally, by an overwhelming 
margin of 77 percent to 15 per- 
cent, most Americans are con- 
vinced that any federal tax-cut 
legislation from Congress 
would not really be put into 
place to stimulate the economy, 
but rather as a device to “gain 
favor with voters.” 

Another study, this one by 
the Tax Foundation, indicates 
that if every person in the 50 
percent personal, federal in- 
come tax bracket had his or her 
income taxes raised to a full 100 


percent, the revenues would 
only be increased by approxi- 
mately 4 percent. That’s as- 
tounding, isn’t it? 

The important point to rec- 
ognize here is that, if the gov- 
ernment wants significantly 
more money out of the tax- 
paying public, it cannot look— 
or should I say, should not 
look?—to those in the highest 
tax brackets. The money simply 
isn’t there. Unfortunately, for 
those in the middle-class, it 
immediately becomes apparent 
that they are the ones who 
have—and will continue—to 
bear most of the nation’s tax 
burdens. 

Faced with results like the 
above survey and study and 
similar activities, the tax pow- 
ers in Washington are stuck on 
the horns of a dilemma: good 
tax law would mean bad poli- 
tics! 

Although none of the follow- 
ing six items are likely to be 
adopted, they do seem to be the 
most likely candidates for the 
direction of new tax legislation 
during 1980: 

1. A value-added tax (tax is 
added at each level as a product 
moves from raw material to the 
final buyer); 

2. Faster write-offs on busi- 
ness property; 

3. Tax breaks for individual 
savers; 


4. Lower Social Security 
taxes; 


5. Indexed income taxes (this 
would be a tax that would be 


tied into the inflation rate); 7 
6. Various and sundry offer . 
tax and spending cuts. __ a 
Here’s an interesting thing 
note about these six items : 
everything listed talks abo¥- 
lowering taxes in some way, 2 i 
raising them. As long as the 
winds are blowing tax-cut, YO 
should plan your business a4 
tivities accordingly. If thing” 
change, this column will ? 
quick to notify you. In t 


‘meantime, keep a weather &Y 


on the hot tax winds abornin& 
x~*k ith 
Educational deductions. W1™ 
the crushing impact of 
legislation, regulations, and vr 
a general exploding body oa 
knowledge in all business” 
every businessperson (to § d 
current and maybe sane) MU . 
engage in some type of conta 
ing education. Are these © aa 
tinuing education expenses on 
ductible? The answer is alm 
always, “Yes.” . 
The general rule is that a 
cation expenses are deduce a 
if: (1) the course, seminD : 
workshop or similar progr 
will help you maintain or 
prove the skill required in yd 
present position; or (2) is st 
quired by an employer. va 
business people will not he 
any trouble meeting these ¢ 
basic rules. What is most a 
portant is that once these bal 
qualifications have been sam 
fied, all other expenses nece* 
sary to obtain the qualify! 
education is also deductible. 


6, 


These columns are prepared by Blackman, Kallick 
attorney and author of Winning The Tax Game, c 
concerning these columns should be addressed to Blackman. Kallick & 


u 
soa 
ntants, under the watchful eye of Irving Blackman. Blackman, al 
ound the country on the 


ims »etion 
subject of taxes and profitability. Quest 
Co., 180 N. LaSalle St.. Chicago, IL 60601. 


y 
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“The old fashi thod of looki d 
As one of the largest Mercedes  2x2¢enen nets oeosng up pars a 
Benz d al 6 th U it d the boards. With Audatex we ay time, eliminate 
in estimate preparation. ist y 
calers in the Unite wr pe on nd aorta Le sca 


has i d fold.” 
States, we applaud the Audatex  “emnsnpertnayina yO 

« e @ s free. It's the first major breakthrough in collision 
Computeri Zed Claims Estimating estimating in more than 30 years. 


S “The insurance companies recognize the 
advantages of Audatex. For the betterment of our 
ystem. It really does a much industry, we'd like to see more dealers using the 
Audatex System.” 


better job in SO many ways. 5 > | Audatex is as easy to learn as it is simple to 


use. The estimator’s worksheet contains a graphi 
reproduction of the car being inspected. The worl 


J) 2 to be done is checked off. Now our computer takes over to supply parts names 
<he { Lyn prices, numbers, labor costs, and more. Then, an itemized consumer- 
d 


understandable estimate is automatically prepared. 


Mr. Gordon Holcomb AND, MOST IMPORTANT, AUDATEX INCREASES YOUR BODY SHOP'S 
) Jim Slemons Imports PROFITABILITY. 

Newport Beach, Ca. Clip and return the coupon below and we'll send you free, without obligatio 
the whole Audatex story... the new standard of the industry. Do it today! 
| 


i a 


AUDATEX ESTIMATING SYSTEM 
1675 Sabre Street 

Hayward, California 94545 

John Garrison, V.P. Marketing 


_] Please send me your literature on 
the Audatex Estimating System. 


[ ] Please have your representative 
* contact me. 


MAIL TODAY... FREE, NO OBLIGATION 


Name Title 


Firm 


Address 


City/State/Zip 


Telephone Number ( - 
{Aras Onde) 
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Auction Block 


Making Auctions 
Work For You 


New and Used Vehicle Mer- 

chandising Committee pub- 
lished a very interesting man- 
agement guide titled Used Ve- 
hicle Marketing. This guide 
pointed out that only 7 percent 
of franchised auto dealers sur- 
veyed said they used auctions as 
a source to supplement their 
used car inventory. 

At the same time, however, 
the publication revealed these 
auction cars returned the sec- 
ond highest gross per unit of all 
cars in dealers’ used car inven- 
tories. Only street purchases re- 
turned higher grosses. 

This information brings up 
what seems to be a very logical 
question: Why don’t more new 
car dealers use auto auctions? 

Most people suggest they 
don’t use the auctions because 
they don’t know how. They say 
the action is too fast and confus- 
ing. (Another reason seems to 
be that new car dealers are sim- 
ply too complacent to put forth 
the effort or are too busy.) 

In an attempt to clear away 
some of the confusion that 
exists about auto auctions, I 
will devote a portion of this 
month’s column and the one 
next month to explaining how 
an auction works and how you 
can make it work for you. 

An auto auction’s basic func- 
tion is to provide a place where 
buyers and sellers of cars ex- 
change their merchandise 
through the process of competi- 
tive bidding. Auctions, then, 
can help your used car business 
in anumber of ways. They can: 

1. Keep you alerted to sudden 
market changes. 


} n December 1978, NADA’s 


2. Be an important outlet for 
slow movers and duplicates. 

3. Be a clearing house for all 
makes and models. 

4. Keep your used car inven- 
tory in balance. 

5. Provide ready cash when 
you need it. 

6. Keep you informed of cur- 
rent market prices. 

7. Provide an outlet for your 
new Car trades. 

8. Be a place to purchase cars 
for your customers. 

Initially, one picks his or her 
auction by its proximity to the 
dealership. If a dealer is lucky 
enough to have more than one 
auction close by, he or she 
should attend them all and get 
answers to the following ques- 
tions: 

1. Are they members of the 
National Auto Auction Associ- 
ation? Membership insures, for 
the most part, financial respon- 
sibility. 

2. Are titles guaranteed 
against liens, encumbrances 
and theft? 

3. Dothe auctions issue their 
own checks to the seller? 

4. What are the fee charges to 
sellers and buyers? 

5. How many cars are nor- 
mally consigned and what is the 
average percentage of cars sold? 
This indicates a proper ratio of 
seller to buyer. 

6. Do the auctions have re- 
conditioning facilities? If so, 
what services are available and 
what are the costs? 

When you visit an auction for 
the first time, go there not to 
buy or sell, but to observe. Your 
first stop should be at the auc- 
tion office where you will prop- 


George Basel 


erly identify yourself as a dealer 
and register to buy and sell. You 
will be asked to furnish such in- ~ 
formation as: 

e Dealership license number 
assigned by your state. 

e Name of your bank, the ac- 
count number and the bank of. 
ficial who handles your ac. 
count. 

e The name of the person oy 
persons you will authorize to 
buy and sell under your licenge 
and who are authorized to Sign | 
checks. 

After this paper work hag 
been finished, ask the auction 
to explain its policies and pro- 
cedures on: 

1. Condition of sale. (What 
car conditions must be an- 
nounced by the seller?) 

2. Road testing. (May a car be 
tested before purchase?) 

3. Complaints. (If you have a 
problem with a car purchased — 
what are the procedures for fj]. 
ing a complaint or asking for ay 
bitration?) 

4. Fees. (What fees are 
charged for drafts, titles at- 
tached, etc.?) 

After all your questions haye 
been answered and you are 
properly registered, go tO the 
auction lanes and observe the 
operation. Remember, it takes 
time to become oriented on the 
“carryings on” and the auction 
routine. As the auctioneer goes 
through his chant, listen for the 
dollar figures—everything jn 
between is just fill-in. / 

Next month we'll go through 
the step-by-step procedures of 
entering a car at the auction and 
all the other procedures that 
take place. . 


Auction Block is prepared exclusively for automotive executive by George Basel of the NADA Official Used Car Guide. All comments Or questions 


pertaining to these columns should be mailed to: George Basel, automotive executive magazine, 8400 Westpark, Dr., McLean, VA 22102. 
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Short Notes. Ruth Hart of To- 
ronto Auto Auction and secre- 
tary of the Eastern Auto Auc- 
tion Association (EAAA) asked 
me to reemphasize that the 
EAAA winter meeting is being 
held at the Xanadu Beach Hotel 
in Freeport, Grand Bahama Is- 
land, January 24-27. 

A large turnout has been 
booked for this meeting. Repre- 
sentatives of lease companies 
and members of the National 
Auto Auction Association are 
welcome. Contact Ruth at To- 
ronto Auto Auction (3515 
Wolfedale Rd., Mississaugu, 
Ontario, Canada, L5C 1V8, 
phone (416) 275-3000) regarding 
reservations. 


xk 

Car dealers in the Northeast 
can look forward to a planned 
new auto auction in the south- 
em part of New Jersey. This auc- 
tion will be unique in that it is 
owned by dealers who have pur- 
chased stock in the company. It 
will be known as the South Jer- 
sey Dealers Auto Auction. S. J. 
Cuzzilla will be president and 
general manager; Robert Cal- 
houn, formerly of National 
Auto Dealers Exchange (NADE) 
has been appointed general 
manager. 

The new auction is situated 
on 17 black-topped acres, 12 
acres of which is fenced and 
lighted. In addition, it boasts 
four auction lanes, a cafeteria, 
snack bar, ladies lounge and 
dealers lounge. 

The exact opening date hasn’t 
been set yet, but sales will be 
held on Thursdays. The com- 
plete address is: South Jersey 
Dealers Auto Auction, Inc., 
I-295 and Swedesboro Ave., 
P.O. Box 333, Mickleton, NJ 
08056, phone (609) 423-3333. 

x*r 

Louis Fazio, president and 
general manager of the all-new 
Baltimore/Washington Auto 
Exchange, announces the auc- 
tion’s grand opening will be 
held January 8. The auction is 
independently owned and oper- 
ated. It will offer four lanes of 
action. 


B/W owns a total of 25 acres, all 
of which is black-topped for 
dealer consignment and dealer 
parking. It’s fully lighted for ad- 
ditional security. The auction 
will feature a large dining room, 
dealer lounge and a completely 
automated office system to 
speed dealer transactions. 

One of the more interesting 
features of Fazio’s auction lanes 
are the “air curtain” doors. A 
sheet of hot air is forced down 
the width of each door opening 
to keep out all the weather ele- 
ments and is tied into a new 
type of exhaust system. This 
eliminates the doors having to 
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The all-new Baltimore/Washington 


Auto Exchange opens January 8. 
Louis Fazio (left) is president and 
general manager while Bill Kuhn 
will be his assistant. 
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be constantly opened and 


Fazio’s assistant will be Bill 
Kuhn who has had extensive 
experience on the West Coast, 
in the South and the East. 

Address for the B/W auction 
is: Baltimore/Washington Auto 
Exchange, 7151 Brookdale Dr., 
Baltimore, MD 21227, phone 
(301) 796-8899 and (202) 621- 


Rick Guyer, general manager 
of Dealers Indianapolis (Ind.) 
Auto Auction, has changed his 
sale day from Wednesday to 
Tuesday effective January 8. 


i. ey ye eo eindaa : 
South Jersey dealers auto auction will open soon. 
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Used Cars 


Its No Time 


For Forecasts 


few weeks ago I received 
a letter from an old 
friend, Ed Sullivan of 
General Motors. Ed had written 
to congratulate me upon my 
new duties as editorial director 
of this magazine. He also in- 
quired as to who was now editor 
of the NADA Official Used Car 
Guide! This prompts me to be- 
lieve some sort of explanation is 
in order. 

Early in 1979 certain internal 
changes were made within 
NADA. The Association has 
grown rapidly and many func- 
tions were simply in “the wrong 
place.” We have all experienced 
rapid growth in which things 
are best described by Topsy who 
‘Just growed.” Among the sev- 
eral changes accomplished at 
NADA—other than the “‘inter- 
nal” ones—was the consolida- 
tion of publications. The 
magazine, now called automo- 
tive executive, was more or less 
merged into a Publications 
Group along with the NADA 
Official Used Car Guide. My 
primary duty is still with the 
Guide, but I am involved with 
the editorial department of au- 
tomotive executive. 

a 

January is a time for reso- 
lutions and for forecasts. In 
times such as we are experienc- 
ing, only a fool or an exception- 
ally courageous person would 
presume to forecast the events 
of tomorrow, much less events 
of the next 12 months. I know I 
am not an especially brave man 
and I like to think I am not a 
fool, so I will not attempt to 
guess at what tomorrow may 
bring. Of course, we could look 


4 


The Used Car column is prepared exclusively for automotive executive by James H. “‘Harry’’ Lawrence, edi tor of the NADA Offic; al 
Used Car Guide. All comments or questions pertaining to these columns should be mailed to: “Used Cars,” automotive a 


at where we are and just guess at 
where we may be a few months 
down the road. 

Forecasting is a risky game in 
these unusual times. Consider 
the impact the conduct of a 
more-or-less obscure religious 
leader has had upon the world. 
Well, he was more or less 
obscure until events and TV 
coverage catapulted him to the 
center stage. But this older gen- 
tleman exercises astonishing in- 
fluence in a most critical part of 
the world insofar as our indus- 
try is concerned today. (Oh, 
today is November 29, 1979. I 
mention this only because there 
is always a time lapse between 
the “writing” and the “reading” 
of magazine columns. And who 
can say what will have taken 
place in the interim?) 

Somewhere I read the band 
was playing The World Turned 
Upside Down as Cornwallis 
surrendered at Yorktown. I 
guess they could play it again 
now—the world most certainly 
is slightly askew. 

Everything in the short term 
depends upon the availability of 
oil and its products. When we 
say the availability of oil, we 
are speaking of foreign oil, 
whether it be from the Mideast 
or Africa or South America. Re- 
ducing this even a bit further, 
when we say oil we mean 
gasoline at the pump. 

As I write, I have experienced 
some inconvenience in getting 
gasoline. By this I mean, the 
stations of my choice have been 
out of unleaded in daylight 
hours within the working week. 
I long ago stopped thinking of 
buying gasoline on Sunday or 


magazine, 8400 Westpark Dr., McLean, VA 22102. 
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after 6 p.m. even though some 
stations are open. Anyway, 
most of us can get what we re 
quire during ‘‘normal working 
hours.” Reminds me of an o] 

story attributed to Toots Shor 
Seems he closed his bar at 2 a.m 
even though he could haye 
stayed open longer. Legend has 
it he said, “Anyone who isn't 
drunk by 2 a.m. isn’t trying.”” 

Well, let’s assume the events 
in the Mideast are favorably ye. 
solved and that oil continues tg 
flow in reasonable quantitjes 
One can assume the price per 
gallon will continue to rigse— 
even without a federal tax jp 
tended to curb consumption. 
The car-driving public will eon. 
tinue the move intO more 
economical cars or they wij] 
curtail their use of the less eff. 
cient cars. There is sO Much 
room for the latter to be jp) 
plemented. I drive to and from 
work on a “beltway” a distance 
of 32 miles each way. The rog 
is always filled with cars an 
sometimes traffic is choke 
One outstanding point: at leas 
95 percent of the cars have only 
one occupant—the driver. 

A second problem which ull 
settles the used car Marke 
now—and will probably eg 
tinue to do so in at least th, 
early part of 1980—is the inve 
tory of new 1979 cars. One ag 
sumes this unsold stock hag 
slowing effect on the sale 
some 1980s as well, since the 
is but very little change in so 
models. These cars will be so] 
possibly, with some form of dis 
counting. 


It might be easier to sudden 
b 


turn them into ‘used cars,’’ 


~ 
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that’s not likely to take place. In 
the mind of the public, how- 
ever, isn’t a new Car a used car 
(or at least last year’s model] 
once the new models are intro- 
duced? 

Well, not only is my concern 
for the manufacturers and 
dealers who have these large 
stocks of 1979s, but Ihave a self- 
ish interest. As editor of the 
Used Car Guide, it’s my re- 
sponsibility that the values 
which appear in the Guide be 
realistic. This isn’t easy in the 
best of times and it is a most 
chancey business these days. 

Any reduction in the price of 
anew Car, regardless of how it is 
accomplished, must have an ef- 
fect-on the value of similar used 
cars. By similar I don’t mean 
only make and style, but in- 
clude also the use to which the 
car is put. A buyer may prefer 
car “‘N”’, but may very well opt 
for car “E” if it will serve the 
same purpose and the price is 
decidedly “right.’”’ Of course, 
some of the big “dollars-off’’ 
deals are related to certain op- 
tions or special effects which 
tend to deteriorate in the 
market place in even normal 
times. But the impact remains: 
“If you can give XXXX dollars 
off on a new one, why can’t | 
have at least XX dollars off on a 
used one?”’ 

I suppose it would be super- 
fluous to observe that until the 
stocks of 1979 model cars are 
substantially reduced, the used 
car market is going to be unset- 
tled. Reducing the supply is not 
quite a case of biting the bullet. 
You can gulp down a dose of 
bad-tasting medicine just to get 
it over with, but forcing new 
cars into a market is not quite 
the same. Once the medicine is 
swallowed, you can take some- 
thing else to take away the bad 
taste and then look forward to 
some therapeutic value from 
the medicine. But is the same 
true of cars? The therapy may be 
there, at least in the short term, 
but what about the down-the- 
line adjustment for all those 
used cars? 

Let’s pray for a “solution” to 
the Mideast difficulties and a 
more definite movement to- 
ward some form of self- 

sufficiency in fuel. fE 
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if you're not selling 
the Stop-a-Flat 
Extended Warranty, 


a ahd 


you're missing 
a profitable piece 
Of the pie. 


The proof is in the product! Selling Stop-a-Flat and the Extended 
Warranty as a standard option means an additional profit of 
over $100 on every new car. Figure that over your new car sales 
and you can see why thousands of dealers throughout the world 
are already sold on Stop-a-Flat. 


As a Safety feature, Stop-a-Flat sells itself. It's a proven puncture 
sealant which is fully warranted to create flat resistant tires. The 


Extended warranty protects Stop-a-Flat sealed tires 
YY, 


against severe tread wear and road hazard 
t&i 


damages for 30,000 miles. 


If you're not yet offering Stop-a-Flat and the 
Extended Warranty to your customers, it’s tim 
you got your just desserts. Join our out- 
standing program today and help yourself 
to a large slice of the profits! 


The flat resistant tire 
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Selling Yourself 


ne of the hardest things in 
the world to do is to shut 
up. That’s as blunt as I 
can put it. But, I’m convinced 
that more people fail to sell 
themselves because they are too 
busy talking when they should 
be listening. 

Listening—it’s an art. 

A friend of mine stood for two 
hours at Fifth Ave. and 49th St., 
waiting in vain to meet his wife, 
because he wasn’t listening 
when she said Madison at 49th. 

And I missed a flight to Des 
Moines recently because I 
wasn’t listening when they an- 
nounced that passengers were 
boarding. 

We assume that because a 
person has two ears attached to 
his head that he knows how to 
listen. Not so. Most of us with 
two ears are so busy thinking 
about what we’re going to say 
that what the other fellow is 
saying falls on deaf ears. 

And, that’s the problem. 

Everybody loves a good lis- 
tener—symphony orchestras, 
after dinner speakers, the mis- 
understood husband, the guy 
who’s telling the joke at the of- 
fice party. So, if you want to be 
loved, learn to be a good lis- 
tener. 

Besides, you might learn 
something. After all, it was 
Confucious who said that “‘lis- 
tening is the greater part of 
learning.” 

Surveys indicate that we hear 
only about 50 percent of what is 
said. How, then, can we tune in 
on the other 50 percent—and be 


These columns are prepared by Joe Girard, named the world’s greatest sales 
through Allied Press International. All questions and comments concerning in 


2291, Washington, DC 20013. 


Shut Up And Listen 


an all-out good listener? 

You’d be amazed how many 
people have had something to 
say about it, including scrip- 
ture. 

Proverbs advises ‘‘be swift to 
hear—slow to speak.” In other 
words, ease off—let the other 
person do some talking. It’s an 
established truth that it’s dif- 
ficult to hear when your tongue 


Silence on your 
part. . . lets you 
listen between the 
lines. 


is busy. So try sitting for awhile 
with clenched teeth, hold your 
tongue and let your ears do the 
work. Make a conscious effort 
to refrain from talking so that 
you can give the other person 
the stage. Soon a law of com- 
pensation goes into effect. The 
other person, aware that he’s 
been holding forth at some 
length, will pause and turn the 
floor back to you. And, when 
you're invited to speak—you’ve 
sold yourself. 

Another thing—as Francis 


AUTOMOTIVE EXECUTIVE, JANUARY, 1980 


Joe Girard 


Bacon said, ‘actions speak 
louder than words.” : 
Good listening demands ae. 
tive participation On your part. 
Involvement. You may be holq- 
ing your tongue but it doesn’t 
mean that you've crawled into gq 
hole. What can you do? Smile 
when the other person smileg. 
Frown in agreement if he 
frowns. Use facial expressiong 
that show you’re listening. Be. | 
lieve me, it will be appreciated. 

An insurance salesman coun- 
selled me one time with the 
words of the poet Robert Burns. 
The salesman was from Scog- 
land, too. He said, as Burns said 
‘least said, soonest mended.” 
To him, that meant don’t inter. 
rupt. Or, if you must interrupt 
do it as seldom as possible. In- 
terruptions breed irritation, 
Hear him or her out. Salesmen 
find that if they just keep listen- 
ing to an objection, the objee- 
tion often evaporates. The prog- 
pect simply wanted to get 
something off his chest. 

And, finally, as Cicero, the 
great Roman statesman Said 
speech is silver when silence jg 
golden. 

There is great value in silence 
even in communication. §j- 
lence can be oil on troubled wa. 
ters. Silence can be healing. §j- 
lence can signify understang. 
ing. Silence on your part allows 
you to not only hear clear] 
what the other is saying, but jg 
lets you listen between the lines 
as well. 

Be a good listener—it wil] al] 


ways be a feather in your cap, 


man 12 times by the Guinness Book of World Records, and syndicated 
formation included in these columns should be directed to API, P.O, Box 


Introducing the Rusty Jones 
Car Saver System. 


“THs rustproofing lus my ‘You see, now I’m also offering 


° brand Gl 
new Exterior Gloss Treatment. (020° "y brand prctilbne 


Together theyadduptoa patented formula that’s been in 
y development for over four years. 
1] + ~=‘It's the best protection for a car’s 
paint finish, backed by the best 
guarantee in the business. 

Put that together with my 
rustproofing, and you'll be offer- 
ing your customers the Rusty 
Jones Car Saver System... the 
one new car option that actually 
appreciates in value. That’s some- 
thing people appreciate. Because 
they know a rust-free, shiny 
Rusty Jones car will be worth 
up to $600 or $800 more at 

trade-in time. That’s what makes 
my Car Saver System easier to sell 
...to a lot more people. And that 
means a lot more profits for you. 
There's still more you should 
know. So why not stop by my 
Rusty Jones Booth #858-908 at 
this year’s NADA Convention or 
my Hospitality Suite at the New 
Orleans Hilton. Or call (800) 
621-5555 and ask for Sam Haik. 


RUSTY JONES 


2000 Dealers Nationwide 
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Rec Vee Report 


The Industry 


Must Survive 


ith the advent of the 
“‘New Year,” we enter 
a new decade and 


hopefully better times. It’s cer- 
tainly no news to anyone the 
previous decade dealt some se- 
vere blows to the entire au- 
tomotive industry. Among 
those hurt the most, both recre- 
ational vehicle manufacturers 
and their dealers rank close to 
the top. The question that 
looms in the minds of many, is 
whether the RV industry can 
continue to grow or even sur- 
vive in the climate that exists 
today. The answer is simple: it 
must! 

The RV industry is not just 
another phase that American 
consumers are going through. 
The products of the leisure time 
industry represent the culmina- 
tion of the ‘American Dream”’ 
and are as much a part of the 
American way of life as 
Thanksgiving and the Fourth of 
July. If we are to continue our 
image as ‘‘the land of the free 
and home of the brave,” then we 
must find some solutions to the 
“dynamic duo,” energy and in- 
flation. If we cannot make some 
giant strides in relatively short 
order to solve both problems, 
the RV industry and the rest of 
the economy will be in a whole 
lot of trouble. 

As I look forward to the 1980 
model year, I see a new begin- 
ning. Both the auto industry and 
recreational vehicle builders 
have responded to the changing 


world by designing new prod- 
ucts that are more fuel efficient 
without giving away safety or 
comfort. The use of ““new”’ ma- 
terials in the construction of 
trucks and recreational vehicles 
cuts some of the fat off gross 
weight. This reduced weight, 
coupled with the added gas 
mileage offered by 1980 en- 
gines, will alleviate some of the 
expense created by higher gas 
prices. 


Sophistication will 


be the key to both 
growth and 
survival. 


Unfortunately, inflation con- 
tinues to drive up the prices of 
both RVs and gasoline. If there 
is a negative facing the RV in- 
dustry in the 1980 model year, it 
is the total cost of the “pack- 
age.’ If there is a positive reason 
that will drive consumers to 
buy now rather than wait, it is 
the prospect that the same 
“package” will cost 10 to 15 
percent more next year. How- 
ever, price has never been an 
overwhelming factor when it 
comes to RV buyers. Proof of 
that statement is clearly 
documented by the growth of 
the industry along with steadily 
increasing prices. 

In the final analysis, I look 


Gus Chiarello 


forward to a healthy year for 
both the auto and RV indus- 
tries. I use the term healthy be- 
cause adversity has always 
brought forth the best froyy— 
American industry. It takes no 
talent to jump on the bandwa- 
gon or ride the crest of good — 
times. Traditionally, oy, 
greatest moments have come at 
the “11th hour.” There is no 
question there will be some 
“fatalities” along the way, but 
those who fall by the wayside ) 
will, in the end, be a benefit fo, 
the rest. 
Sophistication will be the key 
to both growth and surviva]. 
Those who operate with the 
consumer in mind and offer the 
best in sales and service wi]] » 
continue to write in black ink, | 


Never before has product 
knowledge been of more im- 
portance. With increased com. 
petition and ever-rising costs of 
operating retail outlets, owner 
participation is not only 
suggested, it’s imperative. 
Those who keep in touch with 
the changing tastes of their po. . 
tential consumers will be that 
much ahead of the game. Our 
industry is not a static one antl 
you'll have to keep on your toeg 
to make whatever changeg . 
necessary to grow. . 

Yes, I like the prospects fo, 
1980. I like the challenge of 
change and with it the opporty- 
nity for growth and new hoyj- 
zons. If you’re up to it, I thin, 
you'll like it, too. & 


Rec Vee Report is prepared exclusively by automotive executive on a quarterly basis by Gus Chiarello, executive editor of the NAD 4 
Recreation Vehicle Appraisal Guide. All comments or questions pertaining to these columns should be mailed to: ‘Rec Vee Report» 


NADA Recreation Vehicle Appraisal Guide, P.O. Box 1407, Covina, CA 91722, c/o Gus Chiarello. 
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The ESP Energy Recirculating System gently forces the heat 


down to the floor to keep the thermostat satisfied. This greatly 
reduces the number of times your furnace is called on for heat. 


AS REPORTED IN THE MARCH 1978 AMERICAN TRUCK DEALERS NEWSLETTER 


CALL TOLL FREE FOR 
NADA MEMBER PRICE 


800-548-7199 Disperses fume and smoke build-up. 


IN DUSTRIAL Keeps merchandise at even required temperature. 


Increases productivity. 


COMMERCIAL Gives building a higher comfort level. 


Helps decrease absenteeism. 


INSTITUTIONAL Improves employer/employee relations. 
Eliminates mist in refrigerated areas. 
RESIDENTIAL Assists air circulation. 


Reduces or eliminates dripping condensation from 


WRITE: ceilings (rusting beams, etc.). 
ENERGY SAVING PRODUCTS Fans work tirelessly, 24 hours a day, 12 months of the year 
P.O. BOX 311 to maintain a constant comfortable environment for your 


BILLINGS, MONTANA 59103 employees. 
q IN MONTANA CALL—406-252-0480 | Consumes less energy than a 100-watt bulb. 
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Legal Briefs 


An assignment of 
insurance may trigger 
Truth-In-Lending 


disclosure requirement. 


AMC sole auto 
manufacturer within 
franchise trade rule. 


Court rules AMC may 
sell Jeeps in 
competition with 
franchisee. 


This column is prepared by the Legal Group of the National Autor 
appearing in this column, write: Legal Briefs, NADA Leg 


The United States District 
case that the assignment o 
quired auto damage insura 


Court for New Mexico held in a recent 
f returned or unearned premiums of re- 
nce in a retail installment contract must 
be disclosed as a security interest under the federal Truth-In- 
Lending Act. Under New Mexico law, the assignment is a valid 
property transfer which created a security interest. The fact of the 
security interest should have been disclosed on the front side of the 
vehicle sales contract, according to the court. (Hernandez V. 
O’Neal Motors, Inc., No. 79-226P, DNM, 10/16/79). 
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The Federal Trade Commission’s (FTC) franchise trade rule, effec- 
tive October 21, 1979, requires certain franchisors to disclose de- 
tails about business opportunities to prospective franchisees. 
Whenever a franchisee must make “required payments” of $500 or 
more to a franchisor during the first six months of new business 
operation, the rule is operative. 

The American Motors Corp. must comply with the new rule be- 
cause it requires its dealers to purchase more than $500 worth of 
signs and service and marketing kits within the initial six-month 
period. 

Eleven other corporations are exe 


mpt from the franchise rule, ac 
cording to th i 


jurisdiction of claims arising 
under the Dealer’s Day In Court Act 
179.) 


to drive Speed Auto Sales, 


to protect competition, n 
The court will conside 

Act claim that 

Inc., 


»ms 
: ,jten 
nobile Dealers Association For further information or questions concerning the! 

al Group, 8400 Westpark Dr., 


McLean, VA 22102. 
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CHANCES ARE, 

WHAT YOU KNOW 
BOUT CARS, IS NOW 
_ OUT-OF-DATE. 


CARS has acquired ITEL’s Automotive Services Division, 
_and now offers complete computer services to 
any size dealership—including an “In-House Mini-System.” 


neste pioneer of automotive data processing— 
pn naa its Commitment to leadership with a proven 
line wire gini-computer system’ added to its product 
' eae this recent ITEL/ASD acquisition. 
Pie rine digs know this—and the fact that CARS has 
inform cis customer base and field personnel—your 
Ormation may be out-of-date. 
rt aa drt of the size, needs or location of 
A ater ership, CARS offers a complete range of 
a eo lve Computer services from a single source: 
rs roe parts inventory system 
3 ae y batch processed parts inventory system 
R Desorship management accounting system 
hs ebaglala lease accounting system 
- lie Parts inventory & invoicing system 
- are sales & service merchandising system 
Xap Ote batch processed payroll system 
© Marase,mini-computer dealership system 
anufacturer/dealership communications system 


puterized A 


Al 


In addition to CARS’ Birmingham, Alabama data 
processing center—the largest, most powerful center 
devoted exclusively to the automotive industry — 
these combined companies now have a data center 
in Dallas and operations centers in Los Angeles and 
Troy, Michigan, with sales/service offices throughout 
the United States. 

CARS international operations provide computer 
services to dealerships in Canada, Japan and 
Australia. 

This new information about CARS signifies its 
continuing leadership position by providing only 
proven products, innovative technology and space- 
age communications from a single-source with full 
service to the dealership industry. 

Most important of all... this means your dealership 
can ‘count on CARS for complete computer services’ 
... Now and in the future. 


Ome orting Service, Inc 
ation Way —Pos\ Office Box 235 
jabama 35201\(205) 956-7600 
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The MONROE Prom Cartridge Calculator is simpler, faster, 
has more features, power and value than any F&I system of its kind. 


Now, you can effectively sell financing 
and insurance everytime you sell a 
car. This means every closing can 
lead to more profit. 

Monroe’s PROM CartridgeCalculator 
eliminates searching throughrate books, 
tedious figure work and the chance of 
error. All the complexities of an auto 
finance deal can be handled quickly 
and easily at the touch of a finger. 

The PROM Cartridge Calculator 
“talks” the operator through every facet 
of the F&I transaction. The large, easy- 
to-read alpha-numeric display tells him 
exactly what to enter and what comes 
next. Everything comes out fast, clear 
and accurate. 

And it’s all done right in front of 

me customer, building his confidence. 
Should the customer suddenly shift 
gears, a quick touch of the keys spells 
out the alternatives. 
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IN ONE MINUTE—WITH ONE FINGER 


This Monroe F&I system provides 
tremendous flexibility in choosing pay- 
ment plans, insurance options, state 
interest rate CAPS, odd day interest, 
and a whole lot more. There’s even a 
special “Lever Principal” that can con- 
vert a cash payment prospect into a 
finance customer, 

When it’s not helping you sell auto 
finance deals the PROM Cartridge 
Calculator doubles as a general pur- 
pose print/display calculator. And it’s 
got all the built-in Value people have 
come to expect from Monroe since we 
invented the first modern calculating 
machine 68 years ago. 

Plus, we give you two things no one 
else can offer. A Monroe Warranty, 
and Monroe Service. Both are con- 
sidered the best in the business. 

For a test drive of the PROM 
Cartridge Calculator, call your local 
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You'll see how it can improv 
F&I performance. 
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BossWheels— 
End of the Supercar Era 


By Robert C. Bowden 


TAB MODERN AUTOMOTIVE SERES/NO 2050 


Gnd of the Supercer fra 
The complete book of the Muscle Cars of the Sixties! 


manufacturers ever offered. 
They were the end develop- 
ment of six decades of dedica- 
tion to producing ever-more- 
powerful cars. They were the 
grand monarchs of American 
automobiles. 

“And they are going, go- 
ing. . . gone. 

“Oh, sure, I hear you say, 
there are still fast cars around. 
The Corvette, the Trans 
Am... surely they are Boss. 
No, my friend. Your memory 
has dimmed. They are merely 
shadows of the giants that not 
too long ago scorched the 
highways of this land. Flex your 
memory amoment... . 

“Even as you recall the 
sounds of automotive suprem- 
acy, the echos of their past exis- 
tence grow weaker with each 
passing year. Some of the 
names—those fiercely proud 
names—linger on in chrome- 
plated shame, affixed to unex- 
citing, underpowered imita- 
tions of what-once-was.. .« . 

“Who then cares to read the 
obituary of the giants 

“You do. And I do. 

“So, let’s get on with the cel- 
ebration of our dearly de- 
parted.” 

And that’s just what Boss 
Wheels—End of the Supercar 
Era does. 

Tab Books (No. 2050), Blue 

Ridge Summit, PA 17214 

Hardbound—$9.95; 
Paperback—$5.95 
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IF YOU CAN AFFORD 
TO PASS UP A SALE— 
DON’T READ ANY FURTHER 


“AN EXPERIENCE WITH 
JOE GIRARD” 


Six (6) cassette tapes which capture the 
World's Greatest Salesman at his very 
best. 

Joe candidly relays the techniques that 
made him successful and how these same 
ideas & motives can help you sell better. 


If you are serious about the selling profes- 
sion, this dynamic presentation is a must 
for you. 

You can gain experience from the World’s 
Greatest Salesman for only $75.00, which 
includes postage and handling. 

Send check or money order to: 


GIRARD PRODUCTIONS 
BOX 358 
EAST DETROIT, MICH. 48021 
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“OME OF THE BRAVE 
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LICK 
INFLATION 


For the price of a postage 
stamp, find out what you can do 
about one of this country’s most 
pressing problems. 
Inflation affects all 


of us. And if we all Tl 


want to stop it, we 
all have to work at [Hip 
it. For answers on see 

what you can do 

to help, send for 

this free booklet: 

“Dollars and Sense”, : 
Pueblo, Colorado sS. i; 


81009. 


A public service message of The Advertising Counc 
and The U.S. Departments of Agriculture, Commerce, 
Labor and Weasury. Presented by this magazine. 
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WASHINGT? 


a more promis! 


The American people are demanding 
less government interference in their 
lives and an immediate reduction in 
federal regulations and spending. 
Apparently, the message has come 
through loud and clear to elected 
officials on Capitol Hill. 


I 
} 
i 


24 AUTOMOTIVE EXECUTIVE, JANUARY, 1980 


|< SERED Serer nas REP se STN 


VIN REVIEW 
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By Thomas H. Greene 
Executive Director, 
NADA Legislative Group 


uring the last presidential 
race, one of the campaign 
positions of President Car- 
ter was that the federal govern- 
ment had become too large, too 
involved in the daily affairs of the 
citizens and businesses of this 
country, and too expensive. Carter 
promised that if he were elected he 
would undertake a massive pro- 
gram to reorganize the govern- 
ment, revoke unnecessary pro- 
grams, restructure the agencies, 
and generally cut government ex- 
penditures. He argued during the 
campaign that the federal agencies 
were centrally disorganized and 
that immediate steps should be 
taken to make them more man- 
ageable and less burdensome to 
the nation and its businesses. 
These arguments seemed to 
strike a note with the American 
public, and it soon became clear at 
the polls that the people were de- 
manding less government in their 
lives and an immediate reduction 
in federal regulations and federal 
spending. While it is difficult to 
find any meaningful reform 
among the federal agencies at this 
time, the campaign rhetoric did 
serve the purpose of highlighting 


ealers 
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the problems of big government 
and of generating public demand 
for immediate reform. 

This message came across loud 
and clear to most of our elected of- 
ficials and the response of the 96th 
Congress has been noteworthy. 
Although there has been little ac- 
tual reform and restructuring of 
the federal agencies, the mood in 
Congress during the first session 
has been more cautious in man- 
dating new federal programs. 
Slowly, we are beginning to see a 
growing dissatisfaction with the 
performance of the federal regu- 
latory agencies and Congress is 
starting to take steps aimed at re- 
ducing unnecessary and restric- 
tive regulation. While it is not yet 
the time to rejoice, the mood of the 
Congress is more promising than 
it has been in recent years. If the 
American public continues to de- 
mand a more streamlined gov- 
ernment and less involvement in 
our daily lives, we may yet see 
some real progress in this area. 

However, the 96th Congress has 
not been without its critics. Many 
have characterized this Congress 
as a ‘do nothing” group that is not 
responding to the needs and de- 


—— 


The overriding concern of 
the President, the Congress 
and the American people in 
recent months has been our 

growing dependence on 


sires of the public. Other observers 
of the national scene take just the 
opposite view. They assert that a 
more proper analysis of the cau- 
tion that Congress has displayed 
in enacting new programs and the 
actions that Congress has taken in 
reducing unnecessary federal regu- 
lation appropriately reflect the de- 
sires and demands of our citizens. 

At any rate, because of the reali- 
zation that the federal government 
must become more responsible 
and less restrictive in its laws and 
regulations, the Congress did not 
address the volume of legislative 
proposals during the Ist session 
that it has in prior years. Even so, 
there are several legislative mat- 
ters that have importance to the 
dealer body and should be noted. 

Energy issues dominate. 
Clearly, the overriding concern of 
the President, the Congress and 
the American people in recent 
months has been our growing de- 
pendence on foreign oil and the ef- 
fect this undesirable situation is 
having on our national economy 
and national security. 

Echoing this theme in two na- 
tionally televised speeches, Presi- 
dent Carter announced his plans 
to: (1) gradually decontrol prices 
on domestically produced crude 
oil; (2) tax the oil companies on the 
‘windfall profits” they would real- 
ize from decontrol; (3) use the rev- 
enues from the windfall profits to 
help finance an ambitious syn- 
thetic fuel program; and (4) create 
an energy mobilization board to 
help facilitate construction of cer- 
tain essential energy producing 
projects. 

Many of the concepts expressed 
by the President paralleled the 
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foreign oil. 


comprehensive Energy Action 
Program developed by NADA’s 
Board of Directors. Sweeping in 
nature, NADA’s energy program 
emphasized the need for increased 
production of domestic energy 
supplies—primarily through the 
decontrol of domestic crude oil 
prices—and the development of an 
ambitious synthetic fuels pro- 
gram. NADA also called on the 
President and the Congress to 
eliminate the burdensome regu- 
lations governing the gas alloca- 
tion system, to relax unnecessar- 
ily inhibiting environmental 
standards and to open up more 
federal lands for exploration and 
development. 

As gas lines and the subsequent 
public outcry for action increased, 
the Congress began to address 
many of the programs proposed by 
the President. Following is a brief 
summary of the action taken thus 
far by the Congress. 

In the area of synthetic fuels, the 
Carter administration originally 
proposed an $88 billion synthetic 
fuels development program. But 
Congress, taking a more deliberate 
approach, appropriated $20 bil- 
lion. Even though the funds for the 
program have been appropriated, 
the exact nature of the develop- 
ment program has yet to be de- 
cided. However, as of this writing, 
a House-Senate conference com- 
mittee is meeting to determine 
specifically how the funds should 
be spent in an effort to spur pro- 
duction. Some form of incentives 
in the nature of price supports, 
loans, or loan guarantees will un- 
doubtedly emerge in the final bill. 

Additionally, Congress must 
also decide whether or not to in- 


ee lee 


NADA believes that gasoline 
rationing should only be 
implemented as a last resort 
due to economic hardships 
and huge administrative 
costs associated with such a 


program. 


clude in the final package the crea- 
tion of a synthetic fuel corpora- 
tion to manage the program, a 
concept currently embodied in the 
Senate bill. If, after a specified re- 
view period, Congress can see pos- 
itive results from their initial in- 
vestment, indications are that the 
remainder of Carter’s original $88 
billion will be appropriated at that 
time. 

In order to guarantee that once 
the money appropriated for syn- 
fuels can be readily applied to the 
construction of these and other es- 
sential energy facilities, President 
Carter proposed the creation of an 
Energy Mobilization Board (EMB). 

The purpose of an EMB would be 
to expedite the completion of crit- 
ical energy projects by cutting 
through much of the bureaucratic 
red tape which has essentially 
paralyzed energy development in 
the past. Additionally, many pro- 
ponents of this concept, NADA 
included, believe that to be effec- 
tive an EMB must have the power 
to recommend to the Congress 
waivers of unnecessary and re- 
strictive substantive federal laws 
and regulations, such as those 
governing air and water quality. 
While waivers of procedural laws 
(red tape) is a good and necessary 
first step, the board must have the 
authority to recommend waivers 
of inhibiting federal laws and regu- 
lations if the nation is to embark 
on a course of energy indepen- 
dence. 

With regard to possible alterna- 
tives in the area of conservation, 
the Congress passed and President 
Carter signed legislation imple- 
menting a standby gasoline ration- 
ing plan. Following a protracted 
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debate on the issue, Congress 
granted the President the author- 
ity to draft an emergency plan 
which, if not disapproved by a 
joint resolution of Congress 
within 30 days, goes on the shelf 
for use by the President if a 20 per- 
cent shortfall in gasoline supplies 
occurs. The Congress could, how- 
ever, waive this restriction. 

NADA believes that gasoline ra- 
tioning should only be im- 
plemented as a last resort due to 
the economic hardships and huge 
administrative costs associated 
with such a program. 

In addition to the aforemen- 
tioned proposals, the Congress 
also has addressed other energy- 
Saving concepts such as state con- 
servation plans and solar power. 
NADA will be closely monitoring 
future activity in this area given 
that adequate energy supplies are 
the lifeblood of a strong automo- 
tive industry. 

FTC used car proposal. While 
the Federal Trade Commission’s 
proposed regulation regarding 
used cars is not strictly a legisla- 
tive matter, it has caught the at- 
tention of Congress and an expres- 
sion of concern has been registered 
by the Congress. 

In December 1974, Congress 
passed the Magnuson-Moss War- 
ranty Federal Trade Commission 
Improvement Act. One of the 
provisions of that act directed the 
commission to initiate a 
“rulemaking proceeding dealing 
with warranties and warranty 
practices in connection with the 
sale of used motor vehicles.” In re- 
sponse, the commission published 
a proposed rule on this matter. 
Briefly, the proposed rule requires 


27 


Congress did not grant 
authority to the FTC to 
require inspections of 
vehicles and it specifically 
prohibited the commission 
from requiring that a 
warranty be given on used 


that sellers of used automobiles 
inspect approximately 60 items or 
functions of the automobiles and 
disclose on a window sticker 
whether each of the listed items 
are “OK” or “Not OK.” If an item 
is marked “OK,” there is a further 
requirement in the proposal that 
the seller must fix the item if the 
buyer determines that it is not 
“Cy? 

The basic problem with the FTC 
proposal is that the Commission 
has no authority under the law to 
issue this type of rule. Congress 
did not grant authority to the 
commission to require inspec- 
tions of vehicles and it specifically 
prohibited the commission from 
requiring that a warranty be given 
on used vehicles. 

NADA was successful in getting 
the House Commerce Committee 
to focus on this matter and, after 
reviewing it, the committee ex- 
pressed a concern to the FTC that 
it had exceeded its authority in the 
proposed rule. The Senate Com- 
merce Committee likewise re- 
viewed the proposal and included 
in its FTC legislation a restate- 
ment of the limitations on the 
commission’s authority in this 
area and specifically prohibited it 
from requiring an inspection on 
used motor vehicles or from re- 
quiring that a warranty be given on 
such vehicles. While this legisla- 
tion has not yet been passed by 
both houses of Congress, we now 
feel more confident that substan- 
tial changes will be made in the 
FTC proposal before it is issued as 
a final rule. bay 

PAC limitations voted by 
House. On October 17, the House 
of Representatives by a 217 to 198 


vehicles. 


vote adopted the Obey-Railsback 
amendment to the Federal Elec- 
tion Commission Authorization 
Act (S. 832). As passed, this 
amendment reduces the amount a 
House candidate can receive from 
a political action committee (such 
as NADA’s Dealer Election Ac- 
tion Committee) from $10,000 to 
$6,000 per election cycle. In addi- 
tion, the amendment limits the 
amount a House candidate can re- 
ceive from all PAC’s to $70,000. 

NADA strongly opposed the 
House action on the following 
grounds: 

1. Limitations of this nature on 
PAC contributions will serve to 
retard rather than stimulate citi- 
zen participation in the electoral 
process. 

2. With the cost of elections 
constantly increasing, incum- 
bents will be provided with an un- 
fair advantage in political cam- 
paigns. 

3. Clearly, this action is but the 
first step toward the public financ- 
ing of congressional elections. 

In the Senate, action on the 
House-passed bill has been de- 
layed until after the Christmas 
holidays. This being the case, 
dealers should take advantage of 
this break in the action to contact 
their Senators and urge their oppo- 
sition to this ill-conceived and 
unwise proposal. 

Dingell/Broyhill air bag 
amendment becomes law. Presi. 
dent Carter on November 30 
signed into law an appropriations 
bill for the Department of Trans- 
portation for fiscal year 1980. In- 
cluded in the bill was a provision 
sponsored by Congressmen John 
Dingell (D-Mich.) and James 
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. . . if a bank engages in the 
automobile leasing business, 
it becomes a competitor with 
many dealers. When one of a 
dealer’s competitors is also 
his creditor, complications 
are almost certain to arise. 


Broyhill (R-N.C.) which prohibits 
the National Highway Transpor- 
tation Safety Administration 
(NHTSA) from implementing or 
enforcing any standard requiring 
occupant restraint systems other 
than seat belts. 

Inasmuch as the passive re- 
straint rule does not require in- 
stallation of air bags or passive 
belts in large cars until 1982 and in 
all cars until 1984, the current im- 
plementation and enforcement 
prohibition is largely symbolic in 
nature. Nevertheless, the positive 
action taken by the Congress on 
this provision demonstrates their 
continuing concern over whether 
or not the air bag is a viable, cost- 
effective safety system. 

NADA supported the Dingell! 
Broyhill amendment and will be 
closely monitoring any further ac- 
tivity in this area. 

Bank leasing. In recent years, 
the direct leasing of automobiles 
by banks has become more and 
more prevalent. Direct leasing by 
banks has many obvious commer- 
cial characteristics. Naturally, the 
bank must purchase the vehicle 
and dispose of it at the expiration 
of the lease. Thus, the bank 
quickly moves from a lessor to a 
merchandiser of vehicles. This is 
obviously not a traditional bank- 
ing function. 

Even more important, however, 
is the fact that dealers must rely on 
banks for floor plan credit and fora 
source of continuing capital 
through the mechanism of dis- 
counting lease paper. Con- 
sequently, if a bank engages in the 
automobile leasing business, it 
becomes a competitor with many 
dealers. When one of a dealer’s 


competitors is also his creditor, 
complications are almost certain 
to arise. The leverage that the 
bank would have in this situation 
in its relationship with dealers is 
tremendous. 

Numerous other long-range 
consequences could be cited if 
banks continue their intrusion 
into the automobile leasing busi- 
ness and it is apparent this type of 
trend is not in the interest of the 
dealers or of the public generally. 

Early in the 96th Congress a bill 
(H.R. 2747) was introduced in the 
House to stop this type of activity 
by national banks. Thereafter, 
hearings were held by a subcom- 
mittee of the Banking Committee 
but nothing has happened since 
the conclusion of the scheduled 
hearings. The banking commu- 
nity has lobbied strongly against 
this legislation and the prospects 
for its passage during this Con- 
gress do not look promising. How- 
ever, we will continue to seek 
legislation which will stop the 
banks from engaging in the busi- 
ness of leasing and merchandising 
automobiles. 

Federal assistance for Chrysler. 
As of the time of this writing, 
Congress had not yet resolved the 
matter as to whether the federal 
government would grant some 
form of financial assistance for 
Chrysler. There has been a great 
deal of time and work expended on 
this issue by Chrysler and non- 
Chrysler dealers alike. However, 
this issue is extremely controver- 
sial and a close vote is indicated. 
Details of the outcome of this 
legislative battle will be provided 
in later publications. 

fE 
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~ A Volvo dealer 


Making A 
Owner 
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A consumer advisory 
board, service seminars 
and letting customers 
“shadow” the dealer 
for a day are all part of 
the system that’s 
turned business around 
for Don Beyer Jr. 


By Dave Conrad 
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few years ago, young and 
A imaginative Don Beyer Jr. 
read a short newslettah item 
he credits with turning his 
thinking—and his business— 
around. Beyer, his staff and many 
consumers in and around Falls 
Church, Va., (where Don Beyer 
Volvo is located) are all glad Don 
happened across that newsletter. 
“I think it was only half a line 
long,’’ says Beyer, recalling the 
item. ‘It said perhaps it’s time for 
automobile dealers to take the 
same approach to consumers that 
major industries are taking in 
terms of having ‘outside’ directors 
on their board of directors or on 
their consumer advisory groups.” 
Beyer took the idea to heart and 
egan making changes in his 
dealership’s policies and proce- 
dures. Things have been improv- 
ing ever since. Last year, largely as 
a result of these changes, Falls 
Church selected Beyer Volvo to 
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communication at the service 
couniter. 

“We've pretty much kept the 
board at 12 members,” Beyer ex- 
plains. ‘‘When we started, we sat 
down all the managers and set the 
guidelines. We didn’t want friends 
or relatives. We didn’t want any- 
one whose input would necessar- 
ily be slanted one way or another, 
but we didn’t want dyed-in-the- 
wool enemies, either. The primary 
criteria were that they had to be 
customers and they had to be the 
kind of individuals who would 
offer constructive criticism. 

But how does one judge whether 
or not a person has those qualities? 

“You get to know your custom- 
ers pretty well,” answers Beyer. 
“There aren’t that many custom- 
ers we don’t know, so it’s not hard 
to find 12 of them who are pretty 
sharp. We have had a couple of 
duds—people we thought would 
be real. dynamic, but ended up not 
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Don Beyer Jr. 


saying a word—but we've had 
others who have been tremen- 
dously helpful in terms of ideas. 

Dick Kilbourne, a customer 
who was a charter member of the 
advisory board, was one of those 
who was “‘tremendously helpful.” 
He came up with so many good 
ideas, in fact, that Beyer hired him 
as a full-time dealership employee 
and created the position of director 
of owner relations for Kilbourne to 
fill. 

Kilbourne’s main strength, says 
Beyer, is confidence in his ability 
to handle customers. He handles 
most of the service counter work 
and directs the shuttle bus service 
in addition to sitting on the advi- 
sory board. The job, indeed, has 
proved to be a full-time position, 
but one that evidently is paying off 
in customer satisfaction. 

A survey of service customers 
shows approximately 87 percent 
were happy with the treatment 
they received. About 5.5 percent 
had minor complaints that were 
remedied immediately. The re- 
maining 7.5 percent made no re- 
sponse. : 

Another interesting set of 
statistics kept by the dealership 
indicates new and used car pur- 
chasers also are happy with the 
way Don Beyer Volvo does things. 
This study asked first-time buyers 
why they came to Beyer instead of 
one of the other seven Volvo 
dealers in the area. Far and away, 
the reason given most often was 
that the new customers had re- 
ceived word-of-mouth recom- 
mendations from previous buyers. 

Dealership personnel think one 
reason Beyer customers hold the 
store in such high esteem is be- 
cause of a series of service semi- 
nars aimed at teaching Volvo 
owners more about how their car 
works. Customers are told about 
the seminars when they first visit 
the dealership and, if that’s not 
enough to get them interested, 
they are reminded about them on 
each subsequent visit. 

The seminars—another pro- 
gram initiated by the advisory 
board—are held the first three 
Tuesday evenings of each month. 
They have been running for more 
than a year. Beyer says the premise 
upon which the seminars were 
started is that a better understand- 
ing of a car means a better owner- 
ship experience. In addition, adds 


the dealer, the seminars are “a lot 
of fun, too.” 

Dick Kilbourne has more to Say 
about the “fun” aspect of the 
classes: “Many people think the 
word seminar means people just 
sitting around a big conference ta- 
ble, but we start off with apple 
cider, fruit, crackers, wine and 
stuff. It’s a very relaxed, fun eve- 
ning.’”’ 

The first session covers basic 
Owner maintenance respon- 
sibilities, while the second one 
gets into basic internal combus- 
tion theory. The third and final 
session gets into hands-on instruc- 
tion in which a car is actually ser- 
viced by “students.” U-joints and 
brakes are checked, spark plugs are 
changed and “everyone gets the 
Opportunity to burn their hand on 
the exhaust manifold.” 

“The seminars are designed to 
do two things,” Kilbourne out- 
lines. “They show we are 
consumer-oriented in a visua] 
way—it’s a consciousness-raising 
kind of thing. And, second, they 
make the service customer amuch 
more reasonable person with 
realistic expectations and goals.” 

Beyer customers also have the 
Opportunity to learn about how 
the rest of an auto dealership 
works, too. Don Beyer advertises a 
policy of having customers come 
into the dealership and “shadow” 
him for a day to see how business 
is conducted. He says he’ll gladly 
spend a full working day letting 
customers ‘‘listen, share and 
learn.” 

In many cases, the dealer says, 
this open dealership policy has 
convinced potential customers 
who were “trembling on the 
brink” of buying a new car—but 
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were undecided as to where to - 
it—to purchase a Don Bey 
Volvo. 

Other busy dealers probabi} 

wonder where Beyer finds the a d 
to spend on such enterprises. e 
answer, according to Beyer, 15 
ranging priorities. y 
nitive bees here for five-ande 
half years,” he says, “and I — 
beginning to feel like I have $ a 
idea of what I’m doing in terms. 
ordering my priorities an be 
terms of what really needs t0 
done. 

‘First has to be the customer 
anything else comes beni 
customer. And second has to A 
teraction among the employees /, 
terms of morale, problems, ©° 
dence, etc.” . 

A quarterly newsletter whicd f 
sent out to all Don Beyer cus 
€rs accomplishes goals relat 
both of his top two puna 
keeps the customer infor cof 
about the dealership and it re nce) 
nizes the employees. For nee 
recent newsletter articles 
been profiling the mechanics. dl 

In the future, there undoubt 
will be additional programs 4 =ys 
to the Beyer owner relations a 
tem. There just have to be in? 
tions coming up becauase can't 
Beyer is the kind of guy who 
stand still. ¢ we 

“T get bored and frustrated iy a 
gO a month without doing F aye 
thing new and creative,” he ‘iv 

In an effort to keep hae 
ideas flowing from the otis us 
advisory board, Beyer, Kil a 
and board members have se 
to limit the length of time i 
tomer can serve on the pane? 

“There’s been a lot of tur? 
on the board,” explains Kilbov 
“but there are some people al 
have been there since its wi 
ning. At the last meeting wv 
cided. . . we need fresh a it 
fresh ideas. So, we've mee 
two-year term, maximum 
the understanding that we 
shorten it to one year. sates ] 
does take about a year h oth 
people to get to know eac 
and the dealership.” nell 

Whoever is sitting on t dvis® 
Beyer Volvo Consumer all 
Board, you get the feel! oi 
thing will always rema d YF 
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The Strange Case! 


‘unless excludec 


Dealers in states that haven't adopted? 
anti-“as is” law yet, should work hard® 
prevent one from being passed . . 


ll men are created equal, 
A and all women are created 

equal. And if the Equal 
Rights Amendment passes, all the 
equal women will be equal to the 
equal men. But if you want to be 
considered equal and you’re unde- 
niably a man or a woman, you bet- 
ter not be an automobile dealer. 
That, at least, is what certain state 
and local governments are trying 
to tell us. 

One of the government’s as- 
sessments of equality, you see, re- 
volves around the question of im- 
plied warranty—what the war- 
ranty implies, who it applies to, 
and what can be done to un-imply 
it. It’s not the essence of anything 
resembling simplicity. 

The U.S. Uniform Commercial 
Code asserts that, ‘Unless ex- 
cluded or modified. . . a war- 
ranty that goods shall be mer- 
chantable is implied in a contract 
for their sale if the seller is a mer- 
chant with respect to goods of that 
kind.” 

The code also says in another 
section that with respect to fitness 
for a particular purpose, ‘‘Where 
the seller at the time of contract- 
ing has reason to know any par- 
ticular purpose for which the 
goods are required and that the 
buyer is relying on the seller’s skill 
or judgment to select or furnish 
suitable goods, there is, unless ex- 
cluded or modified under the next 
section, an implied warranty that 
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the goods shall be fit for such pur- 
pose.” 

In other words, despite the legal 
language, the Uniform Commer- 
cial Code states a pretty simple 
case: a piece of merchandise car- 
ries with it a very real warranty, 
albeit one that is open to the sub- 
jective interpretation of say, the 
court, unless something is done to 
get rid of it or define it or limit it. 

Unfortunately, six states, by the 
elimination of four words— 
“unless excluded or modified’’/— 
have robbed the situation of its 
simplicity. In those states, mer- 
chants cannot disclaim an implied 
warranty, a used car cannot be sold 
“as is,” and a lot of business, sim- 
ply put, has become difficult to 
get. 

Is the situation going to spread? 
Well, no one knows, but Mary- 
land, Massachusetts, Kansas, 
Mississippi, West Virginia and 
Vermont only began to find them- 
selves in a very unkosher pickle in 
the early and mid-70s. 

That’s not an overly desirable 
trend, but there are a few dealers 
and dealer reps who are working to 
have it reversed. In Maryland, for 
instance, the local independent 
auto dealers association, a group of 
used car retailers, has been fight- 
ing the ban against selling ‘‘as is” 
in the courts. 

MIADA took its case to the state 
court soon after the law was 
enacted and, failing there, went on 


to the court of appeals. The law 
held intact. The judge held that jt 
did apply to used car dealers and 
the Motor Vehicle Administration 
was ruled to have the right to en- 
force the law. 

But the dealers have not given 
up the courts as their course of at- 
tack. They’re hired a legal research 
firm to explore possible ap- 
proaches to federal court, but out- 
siders say if a case is prepared, jt 
will have to be delicately done, 
The dealers will have to prove 
themselves victims of a violation 
of the Constitution or a federal] 
statute, and they’re looking con- 
sequently at considerations of 
property, contract, equal protee. 
tion under the law, and restraint of 
trade. 

The dealers may have a toy 
time winning their case. It may he 
maddening and unfair that the 
regulations exist, applying as they 
do only to sales between a mer 
chant and a consumer and not to 
private sales, but it might not pe 
unconstitutional. 

In an opinion involving a cage 
known as Williamson vs. Lee Qp- 
tical, the U.S. Supreme Court a¢- 
dressed “legislative classifi¢g- 
tion.” The problem of legislative 
classification, the court said, ‘“jg g 
perennial one, admitting of po 
doctrinaire definition. Evils in the 
same field may be of different qj. 
mensions and proportions, reqyir 
ing different remedies, OF SO the 
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legislature may think, or the re- 
form may take one step at a time, 
addressing itself to the phase of the 
problem which seems most acute 
to the legislative mind. The legis- 
lature may select one phase of one 
field and apply a remedy there, ne- 
glecting the others. The prohibi- 
tion of the equal protection clause 
goes no further than the invidious 
discrimination.” 

That means, according to the in- 
terpretation of John Sullivan Sr., 
an attorney who has been as- 
sociated with the Mississippi Au- 
tomobile Dealers Association, 
that the court realizes legislatures 
can’t get around to regulating ev- 
erything at one time. ‘‘Reason- 
able” classification, reasonable 
exclusion of one group under the 
law, is apparently understandable 
and permissible. 

Many dealers and state associa- 
tion managers feel the proper and 
only course toward redemption of 
the ‘‘as is’ sale is through the 
legislature. Bruce Kinlin, execu- 
tive vice president of the 
Massachusetts State Auto Dealers 
Association, tried just that route 
this past year. His proposal, be- 
sieged by the opposition of virtu- 
ally every conceivable consumer- 
interest group in the state, lost ina 
tie vote in the Massachusetts 
House. 

Kinlin thinks his dealers can 
win in 1980 because he believes in 
his case and his proposal and be- 


cause he thinks the Massachusetts 
Auto Dealers might have won this 
year with a little more activism. 
‘“Dealers,’”’ Kinlin said, ‘didn’t 
think success was possible,” but 
the significant amount of support 
received in the legislature may 
have changed all that. 

Kinlin asserts his association is 
an association of dealers who are 
responsible and want to responsi- 
bly sell used cars, but he says the 
implied warranty is a burden be- 
cause of the uncertainty it carries 
with it. Does it last for a day or 72 
hours or 30 days or 60 days? 
‘’That,” he says, ‘is the problem.” 

The Massachusetts associa- 
tion’s proposed legislation at- 
tempted, in the case of used car 
sales, to allow the dealer once 
again to sell a vehicle ‘as is,” 
without any implied warranty. 

Dealers, as their part of the deal, 
would have had to include in their 
advertising complete disclaimers. 
The disclaimer was to have been 
in 8- or 10-point bold print, very 
conspicuous, and it would have 
read something like this: ‘All 
used motor vehicles identified in 
this advertisement by stock num- 
bers that end with the words ‘AS 
IS,’ are offered for sale without any 
implied warranty. They are offered 
in their present condition, as is, 
with all flaws. They may have 
problems and if so, may require re- 
pairs which can only be made at 
the buyer’s expense.” 


The same type of notification, 
Kinlin says, was also to have been 
posted in the dealers’ windows, in 
red print, on 8% x 11-inch back- 
ground, and caveat emptors would 
have confronted the customer in 
two other places—on the buyer’s 
order and on the bill of sale. That 
amounts to four chances in all to 
look at a deal and accept it or reject 
it. 

It would seem an ‘as is” car 
bought on those terms is a deal 
fraught with more than enough 
protection. Massachusetts has a 
law on the books that says if a used 
motor vehicle, after its sale, fails 
to pass the motor vehicle inspec- 
tion test and if the cost of repairing 
it exceeds 10 percent of the pur- 
chase price, the purchaser has the 
right to cancel the order. The in- 
spection covers the headlights, 
shocks, wipers, brakes and 
exhaust system. It must be com- 
pleted within seven days of the 
date of sale. 

That law effectively provides 
the customer an “‘out,’”’ and com- 
bined with an OK-to-sell-“as is’’- 
law, it could give just about every- 
body a much-needed break. First, 
car buyers could more easily buy a 
low-priced car. Dealers could stop 
worrying so much about when an 
implied warranty might and might 
not bring a suit onto their doorstep 
and, not having to hedge their bets, 
they might be able to lower their 
prices. 
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According to the Federal Trade 
Commission, “warranty” is the 
least-regarded of all consumer 
purchase factors. . . placing 
below mechanical condition, price, 
mileage, tire condition and color. 


The state would no longer have 
to watch tax revenue drive across 
its borders in the form of cars 
dealers feel they have to 
wholesale, the rising percentage of 
“private” transactions would go 
down and, consequently, the net 
quality of used cars on the road 
conceivably could go up. 

Kinlin says the law forbidding 
his people to sell “as is’’ went on 
the books in November 1970. In 
the 1970-78 period, he says, new 
car dealers lost better than 18 per- 
cent of the market they once had 
even though total sales increased 
in Massachusetts. 

In 1978, in fact, of the 785,328 
cars sold and titled in the state, 65 
percent, according to Kinlin, were 
sold privately, ‘as is,” without 
any implied warranty. Only 35 
percent or 272,982 were sold and 
titled in the state with such a war- 
ranty. 

Massachusetts’ Consumer Pro- 
tection Division, says Kinlin, 
would have been willing to allow 
dealers to sell cars ‘‘as is’ without 
any implied warranty as long as 
the vehicles did not sell for more 
than $750. It happens, though, the 
MSADA EVP says, that“. . . my 
people don’t deal in that kind of 
merchandise. Junkyards do. What 
\the state) was doing was giving us 
nothing. The average wholesale 
price of a car in Massachusetts is 
more than their ceiling.” 

Are the regulations worth what 
they’re costing dealers and con- 
sumers? As we’ve already indi- 
cated, the amount of transactions 
shifting over to the private market 
don’t make it appear so, but there 
are other indications. 

In a study done by the Federal 
Trade Commission’s Bureau of 
Consumer Protection, a substan- 
tial number of the people sur- 
veyed, Kinlin points out, showed 


they do understand the legal 
significance of the phrase “‘as is.”’ 

In the survey, he says, 74 per- 
cent said an “as is” sale meant the 
buyer paid the repair cost. Four- 
teen percent said both pay some of 
the cost, depending on the agree- 
ment, 2 percent said the seller 
paid, 6 percent understood some 
other meaning, and 4 percent had 
no understanding of the term at 
all. Kinlin feels the statistics are 
good news for the industry. The 
FTC, it seems, does not. 

But the FTC has released some 
more information which is also 
very interesting. It’s published a 
ranking of consumer purchase fac- 
tors by dealers and consumers, and 
here is the rather (to automotive 
executive) surprising list: 
mechanical condition; price; ex- 
terior condition; interior condi- 
tion, mileage; tire condition; pre- 
vious use history; accessories; 
color; and, last and apparently 
least, warranty. 

In West Virginia, dealers face 
much the same situation as that 
facing Massachusetts. Larry Ober- 
lin, the EVP of the auto dealers as- 
sociation there, says his group is 
going to attempt to get some relief 
from its state’s law during the up- 
coming session. 

To get passage of ‘‘as is” legisla- 
tion, he says, he and his dealers 
will probably have to accept some 
pretty strong limitations, “.. . 
maybe 50-60,000 miles and five 
years old,” but he says he is ‘‘work- 
ing up front” with the attorney 
general’s office. ‘‘We haven’t got 
concurrence yet,” he says, ‘‘but if 
we put enough restraints on the 
measure, I think the attorney gen- 
eral will go along with it.” 

The Maine Automobile Dealers 
Association, Inc. works in a state 
that disallows disclaiming of im- 
plied warranties, but the used car 
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industry there is not affected by it, 

Dealers in the state, says Eyp 
Tom Brown, are faced instead with 
a sort of trade off—The Used Car 
Information and Disclosure Act, 
The act requires dealers to provide 
customers with the past history of 
a car, including any mechanical) 
collision defects the dealers know 
about. If there were mechanical 
defects and the dealer had them 
correctec, he need not mention 
them. But defects caused by flood 
or collision must be reported 
whether they have been fixed of 
not. 

A dealer in Maine can't sell a cay 
using the term “as is,” but to se]] q 
vehicle as transportation, he needs 
to provide but the minimum of 4 
state inspection, which coveys 
tires, brakes, lights, belts, running 
gear, wheels, tires, horns, glazing 
wipers, rear view mirrors, reflee- 
tors, the exhaust system, and rygt. 
Beyond that, no guarantee ig ye. 
quired and, says Tom Brown, no 
liability is implied for the dealey 

Brown says it’s a situation that's 
not the best, but dealers have pot 
had too many problems lately ey. 
cept, he says, with trying to get, 
definition of just what are 
mechanical and substantial ¢o}}. 
sion damages. 

What can dealers in the giy 
states we’ve mentioned do aboy 
the sometimes misguided, some 
times costly government attem pe _ 
to help the consumer? Many 
dealers feel the best approach jg ag 
tive support of consumer acgj 
that makes sense, such as 
well-received AUTOCAP py 
gram. But in the case of legisla; 
that has the look of counter. 
ductivity, the only answer see 
to be, lobby hard after it happen ~ 
and if it hasn’t yet, make sure} 
doesn’t. A mistake will be g jg 
harder to remove than prevent. 4 
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sparkly gray '72 Mercedes 

rolled to a stop at the head 

of the auction lane, stirring 
up a flurry of interest among 
dealers and used car managers in 
the area. 

Potential buyers—armed with 
note pads, pencils and assorted 
guide books—converged anxious- 
ly on the vehicle to inspect its 
smartly finished skin and spotless 
passenger compartment. Hood 
and trunk lid went up for looks at 
the inside. There were nods and 
grunts of approval as dealers noted 
the yellow grease-pencilled name 
on the left rear window. It told 
them the car was being offered by 
wholesaler Shirlie Slack and her 
family. 

Up on the auctioneer’s stand, a 
man with a handkerchief-wrapped 
microphone in one hand and a 
length of red rubber hose in the 
other launched into his sing-song 
litany. Shirlie Slack stood at his 
left watching intently as bidding 
got under way at $3,700 and ad- 
vanced quickly in increments of 
$25 and $50. 

‘Hey! Four’sthebidandwho’1I- 
makeitaquarter?” the guy with the 
hose chanted in machine-gun 
fashion. 

An almost imperceptible nod 
from a dealer in the second row of 
the bleacher seats raised the ante 
to $4,025. 

‘‘An’dolhearfifty?” 

Another nod, this time from a 


By Sam E. Polson 


man standing at the rear of the 
shiny car. 

And so it went. By the time bid- 
ding reached $4,300, only two 
serious competitors remained in 
the game. 

‘“‘Nowhowsaboutfifty? Forty- 
threefifty?” 

A nod from the right said, “Yes.” 

‘‘Andseventyfive?”’ 

Yes, from the left. 

“Fortyfour? Fourthousandfour- 
hundreddollars?”’ 

A hesitant yes came from the 
right. 

“ . . andfifty?”’ 

There were no further nods. 

‘‘Fortyfourtwentyfive?”’ 

No nods. 

“Allright! Wegotfortyfour. We- 
gotfortyfour.. . .” 

A flick of the auctioneer’s eyes 
toward Shirlie Slack picked up a 
slight nod of consent. 

‘‘Wegotfortyfourandit’s go-o- 
oing once. . .go-o-ing twice! 
SOLD!” 

The red hose slammed down, 
sealing the transaction, then 


Shirlie Slack watches intently from the 
auctioneer’s stand as bidding commences 
on one of her cars. Shirlie’s name on the 
rear window of her units (top photo) can 
be counted on to attract potential buyers. 
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raised to point at the highest bid- 
der. 

“You just bought yourself a car 
for forty-four hundred dollars,” 
the auctioneer announced with fi- 
nality. 

The pleased dealer left his seat 
and walked briskly to the sales 
desk to complete the deal. He had 
himself a nice unit he was confi- 
dent he could retail from his used 
car lot. And Shirlie Slack had her- 
self a neat profit. 

To buyers, sellers and officials at 
the Fredericksburg (Va.) Auto 
Auction where Shirlie G. Slack 
Used Cars, Inc., wholesales most 
of its automobiles, the foregoing 
scene that took place on Thursday 
morning last November was not 
an uncommon one. When a car is 
put on the block by the Slacks, 
they said, you can bet it’s going to 
result in a good sale. In fact, out of 
the 12 cars offered at auction by 
Shirlie and her family that particu- 
lar Thursday, 11 of them resulted 
in completed transactions. 

Robert Edwards, general man- 
ager of Fredericksburg Auto Auc- 
tion (a Manheim Services Division 
auction owned by Cox Broadcast- 
ing), will vouch for the success of 
Slack units. 

“Every week our sales reports 
show Shirlie’s cars as the top- 
dollar units in their respective cat- 
egory,”” Edwards told automotive 
executive. ‘For instance, if they 
sell a Caprice Classic, it’ll be the 
one that brings the highest price of 
all the Caprices in that day’s sale.’”’ 

Edwards said much of the suc- 
cess enjoyed by Shirlie and her 


family hinges on their ability to 
find not only good, solid cars but 
autos that are in demand. 

“T don’t know how they find the 
desirable cars they do,’’ mused 
Edwards, ‘‘but it seems like when 
imports are selling, or big cars are 
selling, or whatever the case may 
be, those are the units they have to 
offer.” 

So sound is the Slack reputation 
in the auction’s primary six-state 
trading area, some dealers say they 
seek out Shirlie’s autos on the 
pre-sale lot before they look at any 
other wholesaler’s vehicles. 

“I’ve been buying Shirlie’s cars 
for a number of years now,” said 
one Ford dealer who frequents the 
Fredericksburg auction, ‘‘and I 
haven’t been stung yet. I have con- 
fidence I’m going to get a car that’s 
ready for my front line when I buy 
one with her name on it.” 

It’s evident a lot of other people 
in the independent auto business 
share a high regard for Shirlie and 
the cars Slack, Inc. turns out. This 
year members of the Virginia In- 
dependent Automobile Dealers 
Association (VIADA) elected her 
president of their organization. 
She had previously served two 
consecutive years as president of 
VIADA’s northern Virginia chap- 
ter. 

At the risk of sounding sexist, 
automotive executive asked W. H. 
“Duke” Wilcox, executive direc- 
tor of VIADA, if he thought the 
fact Shirlie Slack is a woman has 
any bearing on the attention she 
has drawn. He was quick to pooh- 
pooh any such notion. 


The Slack used car operation is a 
family affair involving Shirlie, her 
husband and two daughters. Here, 
daughter Laurie gets a briefing from 
her mother about their cars going 
through the lanes at the 
Fredericksburg Auto Auction. 


“‘Shirlie isn’t just a tok 
woman in our organization,’’ gq 
Wilcox. ‘‘She’s earned the resp 
of every man in the busine 
around here. She knows wh 
she’s doing and our industry js 
better for her.” 

Auction manager Edward 
echoed the same opinion. ‘“We x 
spect her as a dealer and as g pg 
son,” he said. ‘The fact she’s gh 
first woman to hold this office | 
fine, but that’s not the reason w 
elected her president. We electe 
her because of her ability and fy 
product and the way she doe 
business in the state of Virginja 

But why is a handsome, fortyis 
mother of four involved in g he 
tic, hard-nosed business such ; 
auto wholesaling? And how }; 
she become so successful at j¢2 gh 
discussed these and other facets, 
her livelihood while relaxing | 
the comfortable Slack home} 
Oakton, Va., a suburb of Waship 
ton, D.C. 

Shirlie said she first saw ¢ 
“value’”’ of the business wh) 


working part time for a useg 2 


dealer in the mid-Sixties. 
“l saw what the dealer dig yj’ 
his cars and I saw the profits 
made by taking them to ncdga 
she said. “I liked what I saw a 


caught onto it quickly, but 
I've always liked automobiles ey 
since I was a little kid.” 

She said she learned the py 
ness from the ground up. On 
first job, her responsibilities | 
cluded picking up titles, deliver 
cars to the reconditioning gh 
picking up parts and “just gee 
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p=y Why Oakleaf is the*1 
»,. F&I computer for you 


& 
One unit a single, beautiful unit does every- 


thing you need for increased F&I profits. 


One sour ce Oakleaf takes responsibility for 


manufacture and programming and maintenance. 
You are not thrown to the mercy of vendors. 


seriall ie : Easiest the Oakleaf SX-330 is the 


easiest full-service F&I computer to 
learn how to operate...it’s the easiest to 
use, too. 


F astest fastest printing speed of 


any F&I computer. 


Most r eliable completely solid state. 


The Oakleaf SX-330 is the most reliable of all 


F&I computers. 
Only dealership 
F&I COMPULE the oakiear sx-330 is the 


only computer specifically designed for automotive 
dealership F&I. No wonder it’s #1! 


Call or write Barbara Porter, National Marketing Depart- 
ment, (213) 989-5989, for more information on how the 
Oakleaf SX-330 will create an F&I profit center in your 
dealership. 


Or send this coupon today. 


14600 Titus Street 
Panorama City, CA 91402 


Your name 


2th ce a we ee ee ee 


Dealership 
FET SST RT Sar acacia tlh a ts is 
Address 


BOOTHS 
219-1220 
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the used car business in its en- 
tirety.”’ 

Within a year from the time she 
started working in the used car in- 
dustry, Shirlie was a going at it full 
time. A year-and-a-half later she 
became a licensed wholesaler and 
opened her own firm. 

‘When I first started going to 
Fredericksburg to sell cars,’’ she 
recalled, ‘‘there weren’t many 
people who brought in recon- 
ditioned autos. They brought cars 
just as they were, in the rough, 
practically needing to be put back 
together again. I started out as 
maybe one of four who were bring- 
ing reconditioned cars in. . . and 
it paid off! Dealers started buying 
these cars, taking them home and 
selling them without any trouble 
ace. <-3% 

“If you sell good cars, these 
dealers just come back week after 
week and want more of them. I 
was fortunateI diditthat way. . . 
because it gained me a good repu- 
tation in a very short time.” 

The first four years, Shirlie op- 
erated the business pretty much 
on her own. Then other members 
of the family became interested in 
1t. 

“I didn’t push any of them into 
it,’ she emphasized, ‘they came 
into the business because they re- 
ally wanted to. As an example, my 
husband, Stan, decided to help out 
in the shop one winter and has 
stayed with it ever since.” 

Two of Shirlie’s daughters, 
Laurie and Patty, also are very ac- 
tive in the business as was an older 
son until recently when he went 
into business for himself. 

As you might suspect, one of the 
most important factors in the 
Slack firm’s success is finding 
good cars and buying them 
“right’’. The whole family plays a 
big role in this. 

‘‘We have only one person other 
than our family members who 
does any buying,”’ Shirlie ex- 
plained. “My two girls are some of 
the best appraisers I’ve ever 
seen—I'd stack them up against 
any man when it comes to finding 
and buying cars... . They'll go 
out early in the morning and ap- 
praise all day long at new car 
dealerships in the northern Vir- 
ginia area. That’s where we buy 
just about all of our cars.”’ 

Many of the Slacks’ best deals 
are domestic models that have 
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been taken as trade-ins by import 
new car dealerships. Import 
dealers, said Shirlie, usually are 
quite willing to let them have such 
cars because most customers at 
import car lots are looking for 
small sporty models. 

“They just aren’t going to be 
looking for an Impala to buy,” said 
Shirlie. 

And what kind of car does the 
family look for? Usually, it will be 
a fairly new car (1975 model or 
later) that is in above-average con- 
dition and with less than 100,000 
miles on it. 

“We want a high-quality car to 
begin with,” said Shirlie, “because 
anice, clean car will always sell. It 
doesn’t make any difference if it’s 
a Chrysler, a Ford, a Chevy or 
whatever. . . as longas it’s clean, 
mechanically sound and—now 
with the federal odometer law— 
mileage is important. 

“Sure, some cars sell more than 
others—Sevilles, Camaros, Cor- 
vettes at certain times—but a nice 


“It’s sad to see dealers 
putting trade-ins right on 
their front line needing 
tires, mechanical work 
or body repairs.” 


used car will sell any time of the 
year.” 

Considering the emphasis on 
fuel nowadays, do the Slacks make 
a concerted effort to find small 
economy cars? 

“No,” answered Shirlie, ‘‘not 
really. We did for awhile when gas 
lines were long this year. . . but, 
within two months, dealers were 
asking us if we had any Cadillacs, 
or New Yorkers, or Lincolns. You 
see, everyone will not be satisfied 
to get into a small car. Some 
people would rather get a few less 
miles per gallon and be comfort- 
able out there on the road and 
know they’re in a heavy car with 
some metal around them. 

“Naturally, with the price of 
gasoline today, there aren’t as 
many people looking for those big 
cars as there were five years ago, 
but there are still plenty of them 
who are.” 

In addition to finding good cars 
to start with, the other side of the 
Slack company’s success formula 
is properly reconditioning them 
once they have been purchased. At 


the family’s shop in Fredericks 
burg, the Slacks and their fiye 
full-time employees take greg 
pride in the work they perform, 

‘We do everything to a car that 
it needs,” stressed Shirlie. ‘“Wher 
a dealer buys a car from me, he 
doesn’t have to do anything te 
it.. . . It’s ready! If it needs body 
work, it goes to our body shop, We 
don’t have a mechanical shop, but 
if it needs mechanical work done 
we have a very reputable 
mechanic who does our work fo 
us and stands behind everything 
he does. If the car needs tires, we 
put new ones on it. We clean thr 
engine and the trunk. Two of ow 
girl employees—girls are mueb 
better at this than men—clean al 
the interiors. Then the cary 
buffed, glazed, hand-waxed, de 
tailed out and off it goes to the aue 
tion.” 

At the auction, General Map 
ager Bob Edwards also had som 
comments about the recon jg 
done at the Slack shop. 

“They detail their cars to th 
utmost,” said Edwards. “Volum 
shops, and even our own shop her 
at the auction where we hand) 
lease company cars, can do a ¢e 
cent job, but they go the last pik 
They go around chrome with 
tooth brush. They do the as 
trays. . . they make sure ¢h 
radio plays. They make sure ¢h 
glove compartment is nice. The 
make sure all the lights burn, The 
just go over a car completely. 

‘Most new car dealers dop 
have a reconditioning departme 
capable of doing this. You jy 
can’t hire the caliber of people wh 
will do that kind of work on a ye 
ume basis—or at least not for 
kind of money they want. But wy 
the Slacks, it’s a family thip 
They get right in there and we 
with the employees and make gy 
all these things are done right" 

How can franchised new 
dealers benefit from the sone 
offered by a conscientjgi 
wholesaler? Shirlie Slack } 
some ideas on that question, — 

“A wholesaler can be truly} 
valuable to new car dealerg 7’ g 
said, ‘‘especially the oneg wi 
don’t want to fix up the trade; 
they get. It’s sad to see dealerg 
ting trade-ins right up On th 
front line needing tires, Mech# 
cal work or body repairs. A @ 
tomer doesn’t want to get in gi 


5 


that looks bad. 

‘Some of the older dyed-in- 
the-wool dealers will let these cars 
sit there and sit there. They won’t 
sell and the dealers don’t even real- 
ize why they won’t. Of course, 
when a car sits, it deteriorates. 

“IT don’t know why dealers do 
this, but it does appear that the 
younger dealers coming up are bet- 
ter educated on this end of things. 
They seem to realize you have to 
fix up used cars or else wholesale 
them. You’ve got to turn a used car 
inventory. I have to turn mine, 
too. If I run one through the auc- 
tion a couple of times and it 
doesn’t move, I'll take a loss on it 
just so I can put the money right 
back into something that will 
sell.” 

Shirlie said new car dealers 
often ask her why she does so 
much work on her cars and how 
she makes such good money by 
doing it. 

“The answer to those ‘whys’,”’ 
she replied, ‘‘is that I want to offer 
good, honest cars that will support 
the reputation I have built. You 
should have seen the cars going 
through the auction when I first 
started in this business. Most of 
them didn’t look like they would 
get you two miles down the road. 
That’s how bad they were. I earned 
my reputation by making sure my 
cars are never that way.” 

The Slacks, however, know the 
only way they will maintain that 
reputation is by continuing to live 
up to it. 

“Of course, you can never let 
down,” said Shirlie. ‘You've got to 
be right up to snuff all the time. 
Certainly, you’re going to have an 
odd problem here and there, but 
I’m always going to be fair about 
it... . If a dealer buys one of my 
cars and calls me the next day and 
Says the transmission is slipping 
orsomethinglikethat. . .I’llsay, 
‘Fix it and I’ll pay for it’. 

“Even if something happens to 
the car a week later—and I know 
he’s a reputable dealer who’s giv- 
ing me a straight count—I’ll split 
the repair bill with him. If he’s 

eing honest, he’s more than satis- 
fied with that kind of program on 
my part.” 

Judging from comments from 
the dealers at the Fredericksburg 
Auction, Shirlie is right. They are 
‘nore than satisfied with her pro- 
Ryam. fE 
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Relight...with energy saving 
METAL HALIDE 


Elite Series 


Rising energy costs are 
proving to be a drain on 
dealership finances. An 
important part of these rising 
costs can be tied directly to 
outdated and inefficient 
fluorescent and quartz 
outdoor display lighting. Now 
these systems can 
economically be converted to 
today’s most efficient lighting 
package Metal Halide. 

Recognizing the need for 
energy conservation, L.S.I. 
has developed the Elite and 
the Ram Series. These 
luminaires are designed to 
replace older and less 
efficient fluorescent and 
quartz units without the 
expense of replacing existing 
poles, brackets and wiring. 

Our experience has shown 
that up to 50% energy 
reductions can be achieved by 
converting to a new Metal 
Halide system. 


Can You Afford 
Not To Consider 
Relighting 


For more information, write or call for a full 
color brochure describing our energy 
saving systems. 


11335 Reed Hartman Highway Cincinnati, Ohio 45241 « (513) 793-3200 


AUTOMOTIVE EXECUTIVE, JANUARY, 1980 43 


You dont 
know me 


yet. 


But you will. See, I’ve 
been assigned to help you learn 
how to protect yourself against 
crime. I'll be giving you tips 
on how to discourage burglars, 
disappoint muggers, and gener- 
ally make life a little harder for 
criminals. 

Like, for instance, did you 
know if a burglar can’t break into 
your place after four minutes, 
chances are, he'll quit? So locking 
your door could ruin a crook’s night. 

Another example. Don't carry a 
purse when you don't need one. It 
makes a lot of sense; if you don't have 
your purse, it can’t be snatched. 

You'll be seeing a lot of me, but in 
the meantime, find out more.Write to: 
Crime Prevention Coalition, Box 6600, 
Rockville, Maryland 20850. 

Find out what you and your 
neighbors can do to prevent 
crime. That’s one way to help. 


TAKE A BITE OUT OF 


CRIME 
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REPOSSESSION 
ACCOUNTING: 


the system under fire 


A legal and regulatory duel between the FTC and the 
auto retail industry may have dramatic impact on car 
and truck dealers acrosss the United States 


By Walter E. Huizenga 
Executive Director, 
NADA Industry Relations 


he Federal Trade Commis- 
T sion and the retail automo- 

bile industry are in the 
midst of a legal and regulatory duel 
which may have a dramatic im- 
pact on the repossession practices 
and the credit granting practices of 
dealers and lending institutions in 
the retail automobile and truck 
industry in the United States. 

In 1975, the Federal Trade 
Commission proposed a trade reg- 
ulation rule which would have, if 
adopted, imposed a duty on the 
creditor to apply the “‘retail value’’ 
of the repossessed vehicle when 


determining whether or not a 
surplus or deficiency exists in 
cashing out a repossession. 

NADA vigorously opposed this 
rule. Hearings were held around 
the country and, as of this writing, 
the rule is in a state of limbo with 
the retail value portion in severe 
jeopardy. NADA will continue to 
monitor development of this rule, 
but any victory in turning back a 
trade regulation rule of this type 
may be made bittersweet indeed 
by the activity of the FTC in the 
courts. 

In addition to pursuing repos- 
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session practices in the retail au- 
tomobile industry through the 
regulatory process, the Federal 
Trade Commission has moved in 
the courts to change the manner in 
which surpluses and deficiencies 
are calculated in a repossession. 
The outcome of this litigation and 
the settlement between Ford 
Motor Credit and the FTC may 
have a dramatic impact on all 
dealers and, as such, it is appropri- 
ate to review dealer’s respon- 
sibilities in repossessions, as well 
as the prospects of the future. 
Section 9.504 of the Uniform 
Commercial Code provides that 
when a dealer disposes of a repos- 
session, the proceeds of the dispo- 
sition shall be applied first to “the 
reasonable expenses of retaking, 
holding, preparing for resale or 
lease, selling, leasing and the like” 
and then to the satisfaction of the 
indebtedness. Proceeds of the sale 
must then be accounted for to the 
debtor. Any so-called “surplus” 
must be refunded to the debtor. 
In February of 1976, the Federal 
Trade Commission issued com- 
plaints against the three largest 
domestic manufacturers, their 
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PICTURE 
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credit arms and one dealer of each 
make alleging that the reposses- 
sion practices of these companies 
violated the Federal Trade Com- 
mission Act. A major issue in all 
three proceedings was the failure 
of the parties to properly account 


NADA felt. . . that 


any formula which 
would not allow a 


dealer to charge all real 


expenses. . . was 
unreasonable and 


contrary to state law. 


for the “surplus” due to debtors. 
NADA was granted limited 
rights of intervention in al] three 
proceedings. NADA was particu- 
larly concerned that the FTC may 
impose an unreasonable expense 
formula on the parties in the pro- 
ceeding and from there impose the 
formula upon the entire industry. 


— = ————— :, of 
NADA felt then, and feels 


that any formula which wou ale 
allow a dealer to charge all a he 
penses, direct and indirect, oot 
debtor was unreasonable an 
trary to state law. 

The commission first Pr? 
against Ford Motor C0. Fatt 
Motor Credit and Fran ae 
Inc., of Portland, Ore. In| drat 
1978, the case was ‘wit F ( 
from adjudication” as to eons 3 
Ford Credit for purposes © et 
ering a proposed conse? nse R 
ment. The proposed on asi r 
agreement adopted a very C 
expense formula. ail tht A 

In comments filed welt C 
FTC, NADA strenuously 7 ihe 
to the expense formula ve: vt 
procedure the commissi” fo 
using to impose that ee cot 
mula on Ford dealers. T > Fo 
mission, in effect, m4 "at 
Motor Credit its enforce?! ne @ 
requiring Ford to impos its 4 
pense formula as part yas 
counting procedures pa pot 
the franchise agreemen tb 
dealers have been expericn’ nt 
“education” process aan 1 
as a result of this agree™ 
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Clean cars sell better than dirty a. ; 
hand washing is an expensive, time. 


com 
cticdl, 


suming process. RYKO offers a pract! 
fully automatic car wash system th ctive 
allows you to present a clean, cer cost: 
product to your buyers at a nomina 
Consider these features: 


#Easy, fully automatic operation cape 
Capacity of up to 50 cars per hour s™ 
time and labor costs, and requires 0 could 
attendant. That simplified operation 2° 
actually help you save the cost of ON© 
employee, whose yearly salary wo r 
Offset the cost of the unit the first yea 


I 

#A low operating cost of less than 10¢ Pom 
wash makes RYKO an inexpensive SYS 
for any size dealership. 


mThe compact, self-contained design 


requires minimum installation space: 


sBuiltin reliability and an unmatched. 
national distributor network of factors 
trained personnel help assure mini ost: 
down time and low maintenance © 


For more information explaining ho 
RYKO can add more clout to your oe ic’ 
efforts and help improve your profit P 
ture, call or write today. 


RY KO 


RYKO Manufacturing Company 
Dept. E-2531 Dean 

S Moines, Iowa 50317 
515/265-9831 
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tween Ford and the FTC. 

The case proceeded against 
Francis Ford in May of 1978, and in 
January of 1979, the administra- 

tive law judge issued his initial de- 

cision. His initial decision adopted 

verbatim the expense formula in 

the Ford consent agreement. Al- 

though this decision was appealed, 

the five commissioners made no 
change in the expense formula. 
The FTC hopes to use the Fran- 
cis Ford decision and the Ford con- 
: sent agreement to impose similar 
requirements on all dealers. The 
commission seeks to define the 
reasonable expenses of retaking, 
. holding, preparing for sale and sell- 
. ing a repossessed vehicle to ‘‘al- 
lowable expenses” as that term is 
defined by the FTC. The Federal 
Trade Commission’s definition 
verbatim is shown in the box on 
page 50. 

As any dealer can see, the Fed- 
eral Trade Commission’s position, 
as well as the Ford settlement, 
places an unreasonable burden 
upon the dealer. NADA continues 
to monitor the progress in this liti- 
gation and will continue to protect 

(See REPOS Page 51) 


Butler made the system that 
made this auto dealership 
possible, 

And Butler systems can make 
the building you want possible. 

They offer total design 
flexibility. So a Butler building 
can be as tasteful and dramatic 


Holmes carriers 
do it fast and 
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Like having a portable loading dock! 


Holmes quality carriers provide an easy, economical way to 
transport vehicles, farm machinery, construction equipment, 
Salvage and other bulky loads. You don’t need a loading dock or 
forklift. Simply tilt the slide-back car- 
rier bed and drive or winch the load 
aboard. Many models to choose from, 
including two and three car carriers. 
See your Holmes wrecker distributor. 


WRITE OR CALL TODAY FOR DETAILS— 


ERNEST HOLMES 
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Butler did it. 
as any building. 

Yet, it will also give you all 
the important time and money 
savings of systems construction. 

To learn more about 
energy-saving Butler buildings, 
call the local independent 
contractor who can build one 


for you. See “Butler Mfg. Co. 
Builder” in the White Pages. 
Or write Butler Mfg. Co., 
Dept. B-607, BMA Tower, 
Kansas City, Mo. 64141. 
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(1) 


(2) 


(3) 
(4) 


(5) 


What’s An ‘Allowable Expense’? 
Here’s the FTC’s Definition 


“Allowable expenses’ means actual out-of- 
pocket expenses incurred by respondent as a direct re- 
sult of a repossession. The expenses must be reason- 
able and result directly from the repossessing, hold- 
ing, preparing for sale or reselling of the vehicle, and 
be not otherwise reimbursed to respondent nor pro- 
hibited by contract. They are limited to the following 
charges (insofar as permitted by state law) and no 


others: 


amounts paid to persons who are not 
employees of respondent nor of a financing 
institution which financed the prior sale, for 
repossessing, towing or transporting the vehi- 
cle; 
filing fees, court costs, cost of bonds, fees and 
expenses paid to a sheriff or similar officer, 
and fees and expenses paid to an attorney 
who is not an employee of respondent nor of 
the financing institution, for obtaining pos- 
session of or title to the vehicle; 
fees paid to others to register or obtain title to 
or legally required inspection of the vehicle; 
amounts paid to others for storage (excluding 
charges for storage at facilities owned or op- 
erated by respondent); 
labor and associated parts and supplies fur- 
nished by respondent for the repair or recon- 
ditioning of the vehicle in preparation for re- 
sale, computed at the following cost rates: 
(a) The cost rate for labor of mechanical 
technicians employed in respondent's re- 
tail repair shop (for mechanical work) or 
for body-paint technicians employed in 
respondent’s retail body shop (for body 
work) shall be based on actual time spent 
on the vehicle and may not exceed the 
greater of: 
the sum of respondent’s average hourly 
base rate for that category of technicians 
(mechanical, body-paint, or heavy truck), 
plus 20% of that average hourly base rate 
to cover fringe benefits, provided that 
such data is reflected in a file identifiable 
with that vehicle; or 
the sum of the average hourly base rate for 
that category of technicians plus the 
average annual hourly cost for voluntary 
and legislated fringe benefits for that cat- 
egory of technicians computed in accor- 
dance with the “Jong form” Warranty 
Labor Rate Request (Ford Form FCS 9716, 


(i) 


(ii) 
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(6) 


(7) 


(8) 


April 1978) (Attachment A hereto), 
provided that such data is reflected in q 
file identifiable with that vehicle; 

The cost rate for labor for other recondj- 
tioning, clean-up, and preparation work 
performed by employees of respondent 
shall be based on actual time spent on the 
vehicle and may not exceed the base 
hourly wage rate for the employees in- 
volved, plus 20% of their base hourly 
wage rate to cover fringe benefits, 
provided that such data is reflected in q 
file identifiable with that vehicle; 

The cost rate for parts shall not exceed re- 
spondent’s cost for the parts used as listed 
in the current manufacturer’s catalogue, 
Provided, however, that if the amount of 
respondent’s payoff to the financing in- 
stitution is reduced because of insured 
collision damage, or if respondent re- 
ceives any payment for collision damage 
or warranty work, then the correspondin 
vehicle work performed shall not be an a]. 
lowable expense, but if a payoff adjust- 
ment is for uninsured collision damage 
the corresponding vehicle work per- 
formed shall be deemed an allowable ex. 
pense. 

amounts paid to others for labor and as. 
sociated parts and supplies purchased for the 
repair or reconditioning of the vehicle jp 
preparation for resale; 

sales commissions paid for actual participa. 
tion in the sale of the particular vehicle, com. 
puted at a rate no higher than for a similar, 
nonrepossessed vehicle, but excluding aj] 
portions of commissions attributable to the 
selling of service contracts, warranties, 
financing or insurance; 

a proportionate share of expenditures for ad- 
vertisements which specifically mention the 
particular vehicle; 


(b) 


(c) 
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(REPOS From Page 49) 


the interests of all dealers in this 
most critical issue. 

Ford dealers, in the meantime, 
are faced with an interesting di- 
lemma. They have the option of 
accepting the Ford settlement for 
the purpose of repossession calcu- 
lations or bear the risk of running 
counter to both the instructions of 
their manufacturer and the Fed- 
eral Trade Commission. While no 


About the author Walter E. Huizenga, Execu- 
tive Director, NADA Industry Relations, is a 
native of the “Show Me” state and holds an 
MBA and a law degree from the University of 
Missouri. Additionally, he has received an 
L.L.M. in taxation from Georgetown Univer- 


sity in Washington, D.C. He joined the Legal 
Department of NADA in May of 1975. In June 
of 1976 he became the Industry Relations 
Counsel, and was appointed to his present posi- 
tion in December of 1978. 


Ford dealer has received any seri- 
ous threat of termination, termi- 
nation for a failure to follow proper 
accounting procedures (‘‘proper’”’ 
as defined by the Ford Motor Co.) 
is theoretically at least possible 
under the franchise agreement. 
Ford Motor Co. has chosen not to 
take this route, but rather informs 
its dealers that those who do not 
cooperate will be turned over to 
the Federal Trade Commission. 

While this prospect is certainly 
not as unpleasant as being termi- 
nated, it does have a substantial 
chilling effect on an individual 
businessman’s ability to conduct 
his business in the manner he or 
she perceives as lawful for ac- 
counting to sound business prac- 
tices. 

If the FTC prevails in this litiga- 
tion, it may seek to impose this 
expense formula on all franchised 
new car dealers under Section 205 
of the Magnuson-Moss Act. That 
section provides that the Federal 
Trade Commission may seek a 
civil penalty of up to $10,000 for 
any violation of a cease and desist 
order, such as the one in the Fran- 
cis Ford case, where a provision of 
the order is violated with actual 
knowledge that an order of the 
Federal Trade Commission is 
being violated. 

In the event the commission 
seeks to utilize Section 205, sev- 
eral challenges are available to 
dealers in resisting its application. 
Most particularly, an individual 


“V0 HARD SELL NEEDED 
WHEN YOU STOCK SNUGTOP THE 
CUSTOM, HAND-CRAFTED HARDTOP 
LIVE FOR MGB, MGC. MIDGET 
SPRITE, FIAT 850, FIAT 124. 
TR 4A-6 250, TR Z DATSUN. 
and JENSEN-HEALEY.”” 


Give us a jingle fete tts @ es eee eee eee wg 


SNUGTOP. 171 ye 
dealer may be able to distinguish or shoot us the » : lh boa CA 90801, Phone (ois) 43294540" ~ 
the case on the facts involved. couponandwe'll | 436-3691. O.K. | could stand some easy sales, ? 
NADA will continue to pursue all fire backa E for achange. Tell me about SNUGTOP. ; 
Viable alternatives in seeking to profit story i NAME : 
breserve the rights of individual you can'tresist. 1 : 
dealers so that they may manage § TITLE - 
their businesses under the law and SN § FIRM NAME_ ; 
Without undo interference from 4 - ADDRESS ' 
the government. This erosion of “A Tradition of ae at ; 
the free enterprise system should Design Excellence ' 
tot and cannot be allowed to con- and Craftsmanship” B city STATE ZIP r 
Ninue. fE sss dk se tes enk-ctp ttn cpio os ibsloc dines tae 
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How we Can help 
ease you into a computer. 
Or stop short, as the case may be 


Frankly, we wouldn’t want to 
trade places with you right now. 
There are just too many things 
wrong with the market. 

But what can you do? 

Same two things you've always 
done when the crunch has come: 
Work harder. And work smarter. 

We don’t have to tell you about 
working harder. You wouldn't have 
survived this far if you didn't. 

Ah, but working smarter: there, 
we can help. 

Because if you're at all typical, 
your main emphasis is on sales 
and customer service. And if your 
agency is at all typical, its structure 
reflects your interests. 

Sales, first. 

Service, second. 

Parts, third. 

And, of course, the business 
office. 

With you in the middle. 

Here, we'll show you what 
we mean. 


DIAGRAM 1 


The traditional dealership structure. 
It got you where you are. And we can 
help you run it. 


Diagram 1 shows the typical 
dealership. With you right in the 
center. Which, most times, is as 
it should be. 

Trouble is, that also puts you 


right in the middle, That’s a painful 


place to be because every little 
problem seems to pass that way. 
One answer—the usual answer 
—is to give the individual 
department some computing help: 
accounting control, sales 
merchandising, inventory control, 
lease management, and the like. 


We can help you with all of 


that, starting from basic inventory 
control, growing with you as your 
needs grow. You're free of the 
nitty-gritty, left with more time 

to manage. And sell. 


As we said, that’s the usual good 


answer. And more than sufficient 
for the small dealer. 


eo x00 


DIAGRAM 2 
The integrated dealership. It will 
get you where youre going. And we 
can help you get there. 


But look at Diagram 2. Some 
dealerships already work this way. 
And for many, perhaps you, it’s 
definitely due for serious, 
immediate consideration. 

It's an integrated computer 
system: SAM, by name. SAM is 
the logical outgrowth of all the 
help we've been providing dealers 
inthe past. And our way of insuring 
that you can continue to grow in 
the future. 

With SAM, you move up, above 
the day-in, day-out detail. You're 
able to maintain a big-picture view 
of your dealership, regardless of 
changing market conditions. 

The paper flood crossing your 
desk will be reduced to a trickle. 
(You'll see only those reports you 
want to see—and you'll be able to 
see those on your own terminal.) 

The paperwork throughout the 
place will be cut down, too. Your 


people will just be entering data ¢ 
terminals, not filling out assorted 
forms—and then carrying the forr 
from department to department. 

SAM establishes a single strong 
link among all departments. So 
that the real impact of every sale, 
every service transaction, is felt 
throughout the system. 

You'll have a complete, useful 
history of every car you handle, 
from the time it’s ordered to the 
day it’s traded in. And re-sold, 

With SAM, you're always in 
control. But never in the middle. 


ADP Dealer Services: Your most 
logical partner. 


If you’re a medium to large 
dealer, you should be thinking 
of SAM. (Or maybe not: it depend 
on your operation.) If you're 
somewhat smaller, you should be 
thinking somewhat less. 

Either way, you should be 
thinking ADP. 

We have the answers to help ye 
at every step of your growth, 
Whatever they are, whenever yo 
need them. See us at NADA, 
We're in booth 880. 


——_— a eee 


I Call toll-free 800-547-8670, 
| _ In Oregon, call collect (503) 238-7 


Automatic Data Proce 


| Dealer Services Divisj¢ 
700 N.E. Multnomah 

| Portland, Oregon 97239 
| .. The computing comp 
| Send me information on: 

1 SAM Computer Systems 
| O Other ADP services for my 
| C Sales Dept. UO Service Dept. 

© Parts Dept. O Business Office 

1 Name 
I Tine 

Company 
| Address 
i City. State. ae 
Telephone 
| © 1980 Automatic Data Processing, Inc. 


answer to 
the big car blues? 


hen a crisis situation is 
either imminent or at 
hand and quick solutions 


are in short supply, old ideas are 
almost always given a new look. 

The situation with oil is at best a 
threatening one and it’s no news to 
anyone that this country is look- 
ing at everything from nuclear fu- 
sion to hydrogen to solar to syn- 
fuel in an attempt to hedge what 
seems increasingly a bad bet. 

These are not old ideas, or at 
least the refinements needed to 
make them commercially or 
ecologically acceptable are not. 
But one granddaddy fuel source is 
out there, just waiting to make a 
bigger contribution than it is right 
now. 

Its name is propane and, if 
claims are to be believed, it is the 
only energy source whose produc- 
tion might far outstrip demand 
through most of the 1980s. 

Two dealers in the western U.S. 
are looking to up that demand 
level. Gary McCauley of 
McCauley Olds-Honda in Col- 


. . . this is an excellent fuel, one of many sm@ 


ures to be only 412 million barrels. 

That latter figure is much larger 
than the surplus likely to be avail- 
able this year, but it palls next to 
this consideration: regularly, 
United States refineries produce 
several million barrels of gasoline 
a day. 

There is no comparison, then, 
between propane and gasoline in 
terms of quantity in this country, 
but much of the exportable supply 
on the market the next several 
years will be available to the U.S. 
and every bit of help we can get, we 
hopefully will take. 

What are the pros and cons re- 
garding the fuel—and using it in a 
car or truck? Well, it’s been used 
by farmers in their vehicles for 
years, for instance, for more rea- 
sons than its rural availability. 
The lubricating oil stays clean and 
useful longer, the spark plugs last 
much longer, there’s no fuel pump 
in a straight propane installation, 
and the engine stays clean, which 
means a longer engine life. A car 
owner can count on no formations 


What Vernon and Colorad 


McCauley offer now are bj 


that can run on both gasoline g 
propane, big cars that, imp 
tantly, have tremendously , 


tended range. Vernon uses g 
gallon propane tank that we 
about 150 pounds. That tank 
garner almost the same mp 


similar amount of gasoline w3J) 


tain. 
The dual capacity helps 


k 


dealers beat the public’s fear ah 


fuel availability. It also a}jg 


them to counter the concern ak 


price. Propane’s cost usually 


j 


about 35 to 40 cents below thai 


the “other” fuel. 
Vernon tells AE the moye 


propane has really helped m 


his luxury cars off the lot ¢ 


though he charges about $ 1,80 


install his system. He adwert 
the dual capacity cars heayj] 
it seems just the novelty of 
item has attracted a lot of ¢ 
floor traffic. 

The componentry used 
non and McCauley is appare 


needs and one of a few answers to the quest] 


orado Springs, Colo., and Stu Ver- 
non of Daly City Chrysler-Ply- 
mouth, just outside of San Fran- 
cisco, have been converting, dur- 
ing the last several months, plain 
old gasoline-powered cars to gaso- 
line-propane double threats. 

McCauley’s people have been 
converting Oldsmobile Cutlass 
models the last several months, 
along with 88s and 98s, and they’ll 
soon be marketing the conversion 
kits themselves. 

Vernon’s store has been turning 
out about 40 new and retrofitted 
propane-capacity vehicles each 
month and he’s working with an 
engineer to make the conversion 
system better. 

Can they lead the way to use of 
an energy source that will all but 
eliminate our dependency over- 
seas? Well, consider this: In 1979, 
U.S. propane use in internal com- 
bustion engines amounted to only 
65,000 barrels a day and the total 
amount of exportable propane 
product in the world in 1985 fig- 
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of sludge and gum and lead con- 
taminants. A propane car has no 
problem with emission regu- 
lations. 

Stu Vernon got into propane be- 
cause he saw it as a selling tool. 
Last spring, the onset of the reces- 
sion began to descend on his area 
and it was as clear as the bottom 
line on the balance sheet that big 
cars were not selling. Gasoline 
wasn’t selling either, because 
there wasn’t any. That was the 
problem. 

Just like virtually everybody 
else in his area, he had a big stock 
of New Yorkers, Newports and 
vans, and a load of ex-customers 
who were going over to the import 
dealers. He began to think about 
alternative fuels as a solution, set- 
tled on propane, and began to look 
for an engineer who really under- 
stood the fuel. 

He hit upon one, put out the 
word he wanted to talk, and found 
out his man is also an inventor. It’s 
been a good arrangement. 


in short supply, but Vernon jg 
ing for a way around that prob 
Right now, he blends the p 
into a one-piece module yg 
basically consists of the tay 
solenoid, a converter/heatey 
carburetor. But, if things » 
out, he may replace much 6 
mechanism with an injectoy 
he says could be produced jy 
volume in asmall amount of ¢ 
Estimates of how many yeh 
could be handled by the supp 
propane vary, but Virt 
everyone agrees there is r99, 
fairly significant growth 
Hartzell, Director of Comm, 
tions for the National LP (Li 
Petroleum) Gas Assogi, 
wonders how many one- 
car owners would feel tha 
benefits of conversion woy 
worth the cost, but McCay]e: 
Vernon have already experie 
and are experiencing very mpe¢ 
able demand. . 
Hartzell, though, points oy 
the real market might be ¢ 


,. = 2 Wye rr 


» ~ Companies have the facilities to 
, keeppropane on hand, eliminating 
» the distribution problem that, 
» today at least, is a fact in some 
4 areas. Also, these vehicles roll up 
» the mileage that makes propane 
} economically advantageous. 
‘ Vernon himself has been asked 
; tobidon some fleet accounts with 
» the propane cars in mind. In most 

Cities and towns, of course, just 
} such accounts abound: local po- 
» lice, board of education, private 
. companies. 
" Is propane safe? The consensus 
» Seems to be yes. Tanks are made 
_ under strict regulations and, when 

installed, are placed in trunks, up 

Over the rear axle. They are sealed 
, Off from the rest of the car—away 
. from radios, away from pas- 
| Sengers. 
; They seem, then, to be fairly 
, Safe in collision situations, much 
) ess prone to rupture than gasoline 
| tanks. 

According to those who talked 

» With AE, propane’s engine per- 


_ formance is excellent. National 
| RR a ee 
S to America’s 


the big car?” 
SS ee 


Up's Hartzell feels that for pure 
erformance, a pure propane car is 
» Perhaps better than a dual-fuel ve- 
Ricle but he acknowledges that 
_ Sverall, the latter probably packs 
: e most advantages. 
. Opinion seems to be consistent 
| bout the ease of transition from 
) “ne fuel to another in a two-fuel 
{ituation, that trick being handled 
_ ~y the flick of a single switch. 
Propane, as we’ve indicated, is 
| ot a panacea for all that ails 
» . \merica or even for all that ails its 
y ergy situation. It has its lim- 
_. ‘ations. In small cars, for in- 
/y ‘ance, there is the simple prob- 
_¢ “mm of where to store the tank and, 
wer now, at least, a conversion on 
dese cars does not seem to easily 
tovide the desired mpg. 
But whether it’s propane from 
4 Atural gas or propane from petro- 
.UmM, this is an excellent fuel, one 
many small answers to Ameri- 
xy Ns needs, and one of a few an- 
Q Vers you can provide today to the 
Nestion, “Why a big car?”’ fF 


Traffic Stoppers! 


SIMULATED CONVERTIBLE 
TOPS ARE ATTENTION 
GETTERS THAT 
TRANSLATE INTO 
REAL SALES! 


Designed to give the 
appearance of a real 
convertible, these unique 
top packages offer your customers a 
little extra individuality. Top quality 
materials, complete hardware, and genuine con 
vertible top material are combined in a distinctive 
treatment that looks like the real thing. Each top is 
professionally fitted and complete, inside and out. 
Colors available are; Black, White, Dark Blue, and 
Tan. Get a step on your competition, call or write 
for the location of the nearest installation facility. 


IER&{s CLASSICS, INC. 


Dept. AA, 8909 McGaw Ct., Columbia, MD. 21045 / (301) 992-4900 or (301) 596-3852 


Tops available for 
these 1980 models. 


Monte Carlo, Cutlass, 
Gran Prix, Eldorado, 
Thunderbird, Cougar, 
Coupe DeVille, Riviera, 
Regal and Toronado. 


What do these men 
have in common? 


. £7 Fes 
Ernest Adams Jud Harper Terry Burk 
San Jacinto Motors Rountree Olds/Cadillac Red River Chevrolet 
Conroe, TX Shreveport, LA Bossier City, LA 


~ 


: j 


Tex Earnhardt Bill Brown 
Olson Chevrolet Earnhardt Ford Robinson Chevrolet 
Seattle, WA Tempe, AZ Novato, CA 


ie ; 
Jack Mulcahy 


Increased car sales... 
using SUPRA Auto Key Safes! 


These are just six of the KEY, allowing easy ac- See us at Booth #756 at 
many dealer spokesmen cess to any car. That the NADA Convention. 
who are using our auto avoids sales interruptions 

key safes to increase their and means MORE SALES 

sales efficiency and cusy CONTROL AND IN- = SUPRA probucts, inc. 
tomer control. A key safe CREASED SALES. Celebrating 25 years as 
(with the auto keys inside) the Key Control People 
is placed on each caron There are over 200,000 P.O. Box 3167, Dept. AE-80 
the lot. Sales people carry Supra Auto Key Safes in Salem, Oregon 97302 
ONLY ONE MASTER use today. (503) 581-9101 
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hen it comes right down 
to it, running a dealer- 
ship is ‘‘all in the fam- 


ily.” Spouses can play a key role in 
dealership operation and can indi- 
rectly affect the industry through 
their mates. With this in mind, 
NADA is offering an exciting new 
format called the Life Style 
Center—a broadening of the cus- 
tomary ladies’ program which it 
replaces—at its 1980 Convention 
and Equipment Exposition in New 
Orleans, February 9-12. 

Life Style “headquarters” will 
be in the Grand Ballroom of the 
Marriott Hotel. The center will be 
divided into six sections. 

First will be a booth offering in- 
formation about the city itself. A 
menu library from a variety of 
New Orleans restaurants, serving 
meals that appeal to everyone’s 
tastebuds, can also be found at this 
booth. By using this library, price 
ranges can be obtained before 
stepping one foot intoa restaurant. 

Second, there is a personal care 
center set up to give manicures, 
facials, and advice on make-up and 
hair styles. 

Attendees will be “fortunate” 
enough to have their fortunes told 
at the “occult area” where hand- 
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Orleans 


writing analysis as well as astrol- 
ogy, palmistry and tarot card read- 
ings will be provided. Ad- 
ditionally, there will be a Creole 
storyteller to tell tales of strange 
happenings in Bayou country. 

For those with a flair for art, the 
‘paint party” is being offered once 
again. “Do-it-yourself” oil paint- 
ings can be created (even if one’s 
last work of art was a finger paint- 
ing done in Mrs. Jones’ kindergar- 
ten class) or simply let a 
caricaturist sketch your likeness. 

Get in shape at the “sports cen- 
ter.” Tennis, golf and running pros 
will give tips on improving one’s 
game and demonstrate the proper 
skills that should be used to de- 


crease the chance of injury. 
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The sixth section is a coff 
shop, located at the rear of the bi 
room. 

A tour to New Orleans’ beaw 
ful garden district as well as sop 
historic French Quarter sights w 
be proffered. Featured will pe. 
excursion to picturesque Long 
Vue Gardens with a special, add 
attraction—a tour of the hop 
which houses many antiqut 
Both the home, which is open 
the public for the first time @ 
year, and the gardens were dona 
to the city by Mrs. Edith Rog 
wald Stearns, the Sears heiress 

Seminars this year will offe 
variety of six subjects that she 
be of interest to both men¥y 
women. They are: ‘“Apprajs 
Antiques”; ‘‘Managing Famjly 
nances”; ‘‘The Selection ang $ 
ing of Fine Wines”; ‘Mid ] 
Crisis’; ‘‘Assertiveness’’, j 
“Defensive Behavior,” a ¢ 
defense lesson taught by the W 
Orleans Police Department. 

Spouses are encouraged tg 
tend workshops as well ag of 
convention functions also, 

The sights, sounds and people 
New Orleans have a charactey 
their own—a special quality ¢ 
will make this convention opr 
remember. 
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WHAT'S NEW ON THE MARKET 


The $7-TA Electron-A-Line is a 
four-wheel total alignment Sys- 
tem in which both the vehicle 
geometric center-line and rear- 
axle thrust-line are used as refer- 
ences for individual toe on all four 
wheels. Fast and accurate, the sys- 
tem can be used with virtually any 
lift, power or pit rack and comes in 
three models—stationary, mobile 
and overhead rail-mounted. Man- 
ufacturer: Hunter Engineering 
Co., 11250 Hunter Dr., Bridgeton, 
Mo. 63044. 


Liktkleen Model LKL36 is a com- 
pact and automatic parts cleaner. 
Parts are loaded onto a lift plat- 
form, measuring 36 x 24 inches, 
which lowers them into the clean- 
ing tank. When the cover is closed, 
the platform oscillates, thus creat- 
ing a scrubbing action. Manufac- 
turer: Graymills Corp., 3705 N. 
Lincoln Ave., Chicago, II]. 60613. 


The Valiant 18 is a front projection 
microfiche reader. A large 18 x 
11-inch horizontal screen is de- 
signed for reading two pages of 
full-sized source document mi- 
crofiche, side by side. Also offered 
is a choice of easily interchange- 
able single or dual lenses in 24X, 
28X, 42X, and 48X magnifications. 
Manufacturer: Realist, Inc., N93 
W16288, Megal Drive, Menomo- 
nee Falls, Wis. 53051. 


Noverox is a unique, two-step 
chemical process that absorbs rust 
and then forms a protective coat- 
ing that prevents further rusting. 
This Swiss-manufactured product 
resists water, heat and acid. Safe, 
quick and easy to use, Noverox 
can be applied by brush, roller or 
spray. Manufacturer: Noverox In- 
ternational, 4265 Marina City Dr., 
Marina del Ray, Calif. 90291. 


MORE 
SHOWCASE 
ON 
PAGE 
58 


t  <nformation and photographs of products listed in Showcase have been provided via manufacturer's press releases. A product’s appearance in this 
Cglumn in no way implies endorsement by either NADA. the National Automobile Dealers Service Corp., or automotive executive magazine. 
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The Handi-Sweep Mini is a self- 
contained mini-sweeper that 
needs no cords or batteries. It can 
clean up a variety of messes on au- 
tomobile carpeting and up- 
holstery. Ideal for new- and used- 
car prep or as a dealership promo- 
tion. Manufacturer: Handi- 
Products Corp., 5800 LBJ Freeway, 
Dallas, Texas 75240. 


The Quad System consists of steel 
shelves attached to slotted angle 
frames by snap-in fasteners. The 
multi-level storage system takes 
advantage of every nook and 
cranny. Shelves are 12 inches 
deep, but can be joined together for 
more depth. Manufacturer: Inter- 
lake, Inc., Commerce Plaza, 2015 
Spring Rd., Oak Brook, Ill. 60521. 


An electronic ignition teste 
Model $1268, performs time 
saving tests on electronic ag we 
as conventional systems with th 
use of inductive pick-up. Ruggel 
yet compact, the unit feature 
one-man operation; NO COmple 
multi-lead hookups; unjtan 
self-contained design; and pyrigh 
LED readout. Manufacturer: yj 
ton Industries, Inc., 4500 W_ Gog 
land St., Chicago, Ill. 60639. 


The Automatic Inflator Model 81 
can inflate anything from footballs 
to truck tires and can easily be 
hung out of the way. Features in- 
clude pressure preset, a grip chuck 
to hold the hose in place until in- 
flation is complete, eight feet of 
industrial-strength hose, a mount- 
ing plate for easy hanging, and an 
intake hose for remote hook-up to 
compressor. Manufacturer: ECO, 
Mintex International Corp., 592 
Northland Rd., Cincinnati, Ohio 
45240. 


A spray paint booth controls dust 
by using two large ducts to pull 
pure air from above the roofline 
into a pure air chamber and then 
through filter banks at the rear of 
the booth. Reverse air flow elimi- 
nates overspray and exhaust is dis- 
charged via two filter banks at the 
front of the booth. Manufacturer: 
Custom Booths of California, Inc., 
11872 E. 207th St., Lakewood, 
Calif. 90715. 
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The Model SP-45 is an above- 
ground hydraulic lift designed 
specifically for front-wheel drive 
cars up to 4,500 pounds. Its 
unique, single-post design allows 
maximum access for a variety of 
service operations including tire/ 
suspension work, new-car prep, 
and driveline repair. Manufac- 
turer: Benwil Industries, 20526 
Gramercy Pl., Torrence, Calif. 
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There’s a full share 


of the daily rental market 


waiting for GM Dealers. 


The new GMAC Rental Plan can help you realize 
added income from the daily rental of cars, light trucks 
and vans to people and businesses right in your own 
neighborhood. And satisfied rental customers often become 
new car buyers. oh 

You already have the facilities, the location, the personnel 
and the automotive know-how to build a successful daily 
rental business. 

We can help you unravel some of the mysteries of daily 
rental. Our plan offers a full insurance package at reasonable 
costs. Rental agreements and forms. Advertising material 
and helpful operating aids. And mostly, our expertise. 

Interested in the fast-growing daily rental market? Call 
your GMAC Branch Manager. He’s ready to help you get 
your full share. 


DAULYAREN TAU 


FINANCING 


Complete Dealer 
Financing Services 
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‘Ristproofing Shield 


Gary W. Wheeler 


